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SCHOOL-BUSINESS PARTNERSHIPS IN GEORGIA: 
AWARENESS AND ATTITUDES 
OF SECONDARY SCHOOL PRINCIPALS 
ABSTRACT 
School-business partnerships have been analyzed, 
criticized and evaluated by many writers and researchers but 
seldom examined at the school site level. In this 
descriptive study, which is a replication with modifications 
of a previous study by W. E. Cummins, 314 Georgia secondary 
school principals were surveyed to determine their attitudes 
and awareness toward the school-business partnership process 
at the school site level. Respondents were compared by 
community size, geographic location, age, educational level, 
and experience level. The survey instrument was designed in 
a trifold pamphlet style and contained 24 items related to 
attitudes and awareness and 8 items requesting demographic 
and biographic information. Additionally, space was made 
available to enable respondents to provide related comments. 
Frequency counts and percentages were used to analyze 
responses and make comparisons. 
Major findings included the following: 
1. The majority of principals believed that school- 
business partnerships were a valuable asset to their schools 
and their attitudes were overwhelmingly favorable. 
2. Principals statewide were very aware of the school- 
business partnership process. 
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CHAPTER I 
INTRODUCTION 
Genera] Introduction 
Since its inception, public education in the United 
States has been in a constant state of transition as it 
attempts to respond to public pressure and changing social 
and cultural values and mores. Even though basic 
instruction has changed little in the past hundred years, 
the educational system itself has changed tremendously in 
its scope and complexity (Sarason, 1990). 
Initially, the church, along with the nearby community, 
had a strong influence on the local educational agency or 
local board of education (Cummins, 1993). The local school 
system was closely tied to both the church and the business 
community. The great majority of local boards of education 
were controlled by those business leaders who were affluent 
enough and interested enough to volunteer their services to 
their communities. The church provided a base for the values 
and mores that were expected from the student in the system. 
Gradually, the impact of the church was eroded through the 
Supreme Court's interpretation of separation of church and 
state, and the impact of business waned because of the 
increased complexity of both business and education, and the 
corresponding decrease in the available time of those 
business leaders who had previously expressed an interest in 
the schools (Timpane, 1984). 
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Georgia, like all other states, followed the trend 
toward greater complexity in education. County and city 
school systems were consolidated and billions of dollars 
were allocated annually for the education of children in 
these districts (Georgia Department of Education, 1995). 
The dollars passed through the State Department of Education 
where they were allocated to the local school systems. 
Local school systems have been faced with many problems 
during the current period of societal transition. They are 
asked to deal with the collapse of the family, instabilities 
in the institution of marriage, increases in the number of 
single-parent families, gang violence, teen pregnancy, 
special interest groups, and the widespread increase in drug 
use (Cummins, 1993). 
Many segments of the public have become dissatisfied 
with the performance of public education, and if public 
schools are to be responsive they must search for and make 
major reforms. These reforms have been discussed and 
promoted by everyone from the White House to the State 
House, with the latest thrust being the demand for increased 
collaboration between school, the general public, and 
business and industry (Fullan, 1993). 
School Rpform Overview 
In 1993, the movement toward major school reform 
entered its second decade. Innumerable reform initiatives 
have been launched, many have failed, and many others are 
still being evaluated. School leaders have examined site- 
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based management, total quality management, collaborative 
education, peer tutoring, distance learning and many other 
types of educational reform. By 1984, a number of states had 
adopted minimum-competency tests and several more were 
considering the same. Many state and local boards of 
education, including Georgia, had raised high school 
graduation requirements. States also made major investments 
in teacher salaries and teacher training. These reform 
activities were occurring not because schools were failing 
but because their responsibilities were becoming greater and 
greater. Schools were identified, by politicians, as the 
sites where society could most easily expose its future 
members to sex education, drug education, values education, 
and that myriad of other things that society found 
important, along with the three "R's" (Kinnaman, 1992). 
One of the most important aspects of educational reform 
during the reform decade of the 1980s was the reawakening of 
business' interest in what many considered an educational 
system gone wrong. It was evident that business leaders had 
not only read but believed the Nation At Risk Report (1983) 
when it was released in 1983. The contents of the report 
were so threatening to our national confidence and security 
that countless individuals committed themselves to work for 
the betterment of education (Cummins, 1993). 
According to Timpane (1984), the involvement of 
business in the educational process is not new. For the 
first 50 years of this century almost all local school board 
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members were business or professional men who managed the 
school systems just as they managed their businesses. This 
process changed during the mid- to late- 1960s with the 
advent of teachers' unions, organized parent groups, 
advocacy associations for special needs students, lawyers, 
judges, and increased federal and state control over local 
school systems and businesses. During the 1970s and early 
1980s, the interest of business shifted from local public 
schools to colleges and universities. Business leaders 
increasingly perceived the public schools as failing. As 
soon as this perception gained credence, affluent business 
leaders had their children attend private elementary and 
secondary schools. Because of the lack of contact, business 
lost touch with the public school systems and those children 
and families who attended them. Business leaders saw no 
need for concern because business was good (Timpane, 1984). 
During the 1980s, business attitudes toward public 
education were forced to change and change rapidly. 
Corporate leaders began to realize that the new global 
economy in which they were forced to compete, required a 
much more highly trained workforce than was currently 
available. Business leaders recognized that all employees 
must be able to understand complicated mathematics and to 
express their thoughts clearly (Timpane, 1984). This 
emerging labor supply problem was basically an educational 
problem. Business leaders were compelled to face a whole 
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new set of realizations during the 1980s which included the 
following: 
First, they realized that there would be 
fewer young people entering the labor market, 20 
percent fewer in 1990 than in 1980. Second, they 
realized that the proportion of women in the labor 
market would not rise as swiftly in the future as 
it had in the recent past. Third, they realized 
that the skills needed in the workforce were 
increasingly more complex and changing ever more 
rapidly. Fourth, they found that increased worker 
productivity was a necessary ingredient for 
successful competition in the global economy. 
Finally, they realized that only the schools could 
perform the assignment of educating young people. 
(Timpane, 1984, p. 390) 
Business leaders rapidly saw that they must have an 
employee pool with greatly improved general skills. New job 
seekers had to be able to read, comprehend, write, and 
count, as well as think critically and solve problems. 
Because of this increased awareness that education was 
their most viable solution, business leaders began to slowly 
reestablish ties with the public schools. During the 1980s, 
these leaders served on national panels and governor's blue 
ribbon commissions to lobby for educational change. 
Business leaders made commitments to assist schools in their 
quest for educational improvement. The most common 
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arrangement, was and still is, the school-business 
partnership that connects a local business or industry to a 
particular school site (Miron & Wimpelberg, 1989). 
School-Business Partnerships 
Generally, a school-business partnership can be 
considered to be a mutual agreement between a business and a 
school to establish certain goals, and an avenue by which 
these agreed upon goals can realistically be reached 
(Warden, 1986). The goals established should be of general 
benefit to both parties involved. This particular type of 
partnership arrangement was embraced in the Federal 
Educational Partnerships Act of 1988, Title VI, Subtitle A, 
Chapter 5 of the Omnibus Trade and Competitiveness Act of 
1988 (PL 110-418; 20 USC 5031-5039). The purpose of this 
legislation was: 
To encourage the creation of alliances between 
public schools or institutions of higher education 
and the private sector, in order to apply the 
resources of the private and nonprofit sectors of 
the community to the needs of the schools or 
institutions of higher education in that 
community; to encourage excellence in education; 
to encourage business to work with educationally 
disadvantaged students and with gifted students; 
to apply the resources of communities for the 
improvement of education; and to enrich career 
awareness of secondary or postsecondary school 
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students through exposures to the work of the 
private sector. (Danzberger & Gruskin, 1993) 
In 1989, the U. S. Department of Education estimated 
that 40 percent of American elementary and secondary public 
schools were participating in "partnership agreements" 
(National Center for Education Statistics, 1989) . 
Currently, there are over 200 Partnerships for Excellence 
Programs in operation in Georgia at all grade levels (GaPIE 
Committee Flyer, 1992). 
The Georgia 2000 Partnership was established by 
Governor Zell Miller in 1991 with the overall goal of 
improving education in the state by meeting the goals 
established in the America 2000 strategy. The Georgia 2000 
Partnership used the good offices of the Georgia Chamber of 
Commerce to provide a network of business, education, and 
governmental leaders to assist communities in improving 
education throughout the state. 
The idea of again marshaling the power of the business 
sector to improve education was certainly not new. The 
problems, however, were new. Many educators were concerned 
that business-education partnerships would go the way of 
past reforms and end in disappointment. Other educators 
felt that business was making little or no difference in the 
actual education of children. These educators felt that 
business was only throwing money at the schools in order to 
improve the image of business (Woodside, 1986). 
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The actual effect of school-business partnerships on 
the instructional programs of public schools has been and 
still is in question. It is obvious from many studies that 
business can and does provide dollar support for education. 
Secondary schools and universities have been recipients of 
this support for many years; they solicit support from 
business for athletic teams, cheerleaders, bands, yearbook 
ads, and a multitude of other co-curricular programs. Those 
contributions have had little or no effect on instruction in 
the schools. Miron and Wimpelberg (1989) called this 
"conservative" behavior on the part of both business 
representatives and school leaders. Conservative 
partnerships are those in which business entities provide 
only goods and/or services to the schools with no provision 
being made to change curricular or instructional 
technologies. 
Most educational leaders desire more than financial 
assistance from business, but are unable to delineate a 
rational method for improving their schools with assistance 
from the business community. Many prior studies have 
examined the interaction between business and postsecondary 
education, but the literature is vague about the nature of 
the exchanges between business and public schools. The 
extant literature did show little interest in the 
interaction between school sites and businesses until 
recently. 
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During the last few years, several dissertations have 
focused on the way school-business partnerships have 
impacted school curricular reform. These studies have 
focused on the effect of corporate contributions on student 
performance (Roland, 1991), case studies of school/business 
partnerships designed to enhance curricular reform (Clark, 
1992), and the perceptions and attitudes of Chamber of 
Commerce members and public school system leaders in regard 
to school business partnerships (Cummins, 1993). 
The conclusion was drawn by Cummins (1993) that 
awareness is fairly high and attitudes toward school 
business partnerships are favorable in both school 
superintendents and business leaders. He also concluded 
that business leaders and school administrators agree that 
student learning is enhanced when business is involved with 
the schools. He referred to a perceived difference between 
rural and urban schools in the partnership process but did 
not pursue this idea in his study or make any effort to 
contrast urban and rural systems in the analysis of his 
data. 
Statement of the Problem 
The study was undertaken to investigate the awareness 
and attitudes of secondary school principals in the state of 
Georgia with regard to school-business partnerships. A 
careful review of the literature found no data that had been 
developed at the site level on the school-business 
partnership process in Georgia. 
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Purpose 
The purpose of this study was to provide information to 
those educational leaders and business leaders who are 
seeking direction in the establishment of sound, effective 
school-business partnerships in their school systems or 
communities. The data generated by the study would allow 
interested parties to look at the awareness and attitudes of 
local school leaders toward school business partnerships. 
One could then make a determination of how other secondary 
school leaders felt about their own partnerships and how 
they might make better decisions and better use of those 
partnerships in their own systems or communities. There is 
assuredly no reason why each and every school leader or 
business leader should have to "reinvent the wheel," when 
looking to establish a new partnership. This study was 
designed to build upon the information provided by Cummins 
(1993); however, it only examines those school-business 
partnerships found in Georgia public secondary schools. 
Several studies are available that purport to provide 
information on how to establish partnerships that work, but 
they almost invariably fail to consider the perception and 
attitudes of the school site-leader toward these linkages 
and how they might affect instruction in the school or 
school system. Typically, these studies look only at the 
number of dollars or computers or other material things that 
the particular partner has provided, and assume that if a 
partnership works for one system or school it will work for 
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all schools and school systems regardless of location, 
student population, or financial base. 
In conclusion, this descriptive study was undertaken 
to: 
1. Determine whether Georgia secondary-school 
administrators are aware of the school-business partnership 
process; and 
2. Investigate the attitudes of Georgia secondary 
school administrators toward these partnerships. 
Importance of the Study 
School-business partnerships have been a common feature 
in educational reform activity since the 1980s and should 
remain popular for the foreseeable future. At present a 
number of successful models are in place; however, these 
models may not be a good fit for many Georgia school 
systems, especially those smaller rural systems found in 
"the other Georgia," south of metro Atlanta. Cummins (1993) 
inferred that rural systems do not lend themselves to the 
typical partnership model found in urban areas or areas with 
dense, industrialized populations. His conclusions are 
echoed by Mann (1986) who said the most striking discovery 
is how rapidly interest in partnerships falls off as 
distance from big cities increases. Mann (1986) attributed 
this to three factors present in rural settings. First, 
rural schools do not need partnerships to reconnect to the 
public. Second, rural areas do not have much of an economic 
base to draw partners from. Finally, the tax base of rural 
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schools is too small for them to go back to the 
taxpayers/businesses for gifts. 
School business-partnerships are often discussed, 
promoted, and described but seldom have they been analyzed 
or evaluated by looking at principal perceptions of the 
actual change that the partnership may or may not produce at 
the school site itself. Miron and Wimpelberg (1989) noted 
that: 
Given the paucity of writing about school site 
interactions with businesses, it is no wonder that 
analytical schemes are hard to find and those that 
exist are conceptually insufficient either to map 
out the varieties of arrangements in a 
comprehensive manner or to array the school- 
business interactions so that they can be 
evaluated against standards of school change — 
ostensibly the driving force for the development 
of the partnership in the first place, (p.2) 
In other words, literature is so limited on the school- 
business partnership process from the school-site level that 
neither the types of partnerships nor the changes that are 
perceived can be adequately determined. 
It was posited that one of the best ways to look at the 
school-business partnership process in Georgia was to survey 
the awareness and attitudes of secondary school principals 
about the partnership process and how the partnerships, if 
any, affect their schools and school systems. Therefore, 
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this study was undertaken to investigate the awareness of 
secondary school administrators in Georgia school districts 
toward school-business partnerships and to determine their 
attitudes of the impact these partnerships have on their 
schools and school systems. After gathering information, 
the study attempted to compare and contrast the data 
gathered in several categories that might be of interest to 
practicing school administrators. From the results of the 
study, a level of awareness about school-business 
partnerships would be determined. Additionally, the study 
determined if secondary school principals perceived the 
school-business partnership process and its effects on their 
schools favorably. The study was replicative, and built 
upon a similar study performed by Manning (1989) and Cummins 
(1993). 
A major benefit of this study will be a determination 
of secondary-school principals' awareness of, and attitudes 
toward school-business partnerships in Georgia so that 
comparisons could be made between several categories of 
principals. These categories included comparisons of urban 
and rural principals, principals in large and small 
communities, and principals from north and south Georgia as 
well as other categorical comparisons. These findings would 
in turn provide a starting point for other researchers in 
the development of a system to classify school-business 
partnerships according to their effects at the school-site 
level. Other authors have suggested schemes for classifying 
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school-business partnerships but thus far they have failed 
to deal with the partnership process at the school site 
level. 
The significance of this study was that it attempted to 
examine school-business partnership activities by analyzing 
the awareness and attitudes of secondary-school principals 
while contrasting urban and rural systems, geographically 
separated systems, and schools which had partnerships in 
place with those where the school-business partnerships were 
not yet present. 
Assumptions 
This study first assumed that interest in the school- 
business partnership process would grow and spread because 
of increased emphasis on the adequate education of every 
child. Improved school performance would in turn increase 
the productivity and profitability of business and industry 
in the expanding global market. This study also assumed 
that school business partnerships would increase because of 
added emphasis on the concept by state and federal education 
authorities in reauthorized and new legislation which 
require increased school-community collaboration for grants 
and entitlement programs. These regulations force smaller, 
mostly rural districts with little or no knowledge or 
experience, into the partnership process with no idea of how 
school principals view the process or their attitudes toward 
partnerships. It is the investigator's belief that little 
impact is made on actual instruction through the 
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school/business partnership as it exists in Georgia today, 
especially in smaller schools with limited business 
resources. 
Finally, the study assumed that attitudes and 
perceptions of school leaders toward the school/business 
partnership process could be adequately assessed and 
analyzed and that these data would useful to school 
leaders, business leaders, and legislators as they attempt 
to meet the goals that have been set at the national, state, 
and community level for education during the last half of 
this decade. 
The following assumptions were also implicit in this 
study: 
1. The data generated by this study would be accurate 
and reflect the respondents' true knowledge related to the 
questions asked. 
2. All respondents interpreted the survey instrument 
in a similar manner. 
3. The survey instrument had been prepared impartially 
and was free of any bias on the part of the researcher. 
4. The results of the survey would yield data that 
would be useful in evaluating the concept of school-business 
partnerships in Georgia. 
Objectives of the Study 
As stated earlier, the investigator's objective in this 
study was to provide data for educational and business 
leaders in Georgia as to the awareness and attitudes of 
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Georgia secondary school principals toward school-business 
partnerships. 
As secondary school principals' awareness and attitudes 
are more clearly known, both to themselves and the business 
community, better procedures, plans, and partnerships, with 
more realistic goals and objectives can result. A better 
understanding of the school-business partnership process 
would help Georgia's schools plan for curricular changes 
that help students prepare for the complex and highly 
competitive world-wide society into which they will soon be 
thrust. 
This study attempted to answer the following questions 
about school-business partnerships in Georgia secondary 
schools: 
1. What are the attitudes expressed by Georgia 
secondary school principals toward the school-business 
partnership process and what was their awareness level? 
2. Are there differences in the awareness and 
attitudes of secondary school principals with regard to 
community size? 
3. Are there differences in awareness and attitudes of 
secondary school principals with regard to geographical 
location in the state? 
4. Are there differences in awareness and attitudes of 
secondary principals with regard to their age? 
5. Are there differences in awareness and attitudes of 
secondary principals with regard to their educational level? 
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6. Are there differences in awareness and attitudes of 
secondary principals with regard to their experience level? 
To mitations 
1. The study would be limited by the percentage of 
subjects within the population who chose not to respond, 
thus reducing the quantity of the data to be processed. 
2. The study would also be limited by the composition 
of the population chosen, Georgia public secondary school 
principals, as compared to other populations that might have 
been surveyed. 
Definition of Terms 
Schoo 1 -Busines.s Partnerships - A formal relationship 
between a particular business, institution, or agency and an 
individual's school that was established for the purposes of 
mutual enhancement or improvement. 
School Leaders - Individuals that administer public and 
private schools in the state of Georgia. These individuals 
may be Principals, Assistant Principals, School 
Superintendents, or system partnerships coordinators. 
Col 1aboration - The act of working together by school 
and business leaders to form school-business partnerships. 
School Reform Movement - That series of innovations 
usually considered to have begun in the late 1970s to early 
1980s that attempted to change the focus of education in the 
United States. 
Principal Awareness - Firsthand knowledge of and 
cognizance to the existence of school-business partnerships 
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and the partnership process in general by the school 
principal. 
Principal Attitudes - Mental position, feeling, or 
emotion toward the school-business partnership and its 
effects on the principal's specific school or situation. 
Public Sector - Any entity that depends on governmental 
financing for operating purposes and that is regulated by 
local, state, or federal guidelines. 
Private Sector - Any entity in a community that is able 
to set its own policy and develop is own operational 
guidelines, finance itself through capital invested by 
individuals, and mostly unencumbered by federal regulations. 
Georgia Partners in Education(GaPIE). Organization 
formed to develop and maintain alliances of partnership 
program participants who maximize business and community 
resources for the mutual benefit of Georgia's schools and 
communities. 
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CHAPTER II 
REVIEW of RELATED LITERATURE 
Introduction 
This study examined the school-business partnership 
process in Georgia by looking at the awareness and attitudes 
of secondary school principals. Information appears daily 
on television, in newspapers, in major business journals, 
and in popular magazines which discusses the economic 
challenges ihat are being experienced by the United States 
in the international market (Cummins, 1989). The "global 
economy" has become a watchword that is used by every 
business executive, chief executive officer, and corporate 
leader (Negroni, 1990). The problems faced by American 
business, particularly those caused by a poorly trained 
workforce, are being redirected to the schools and the 
educational system in general. The lack of a properly 
educated and trained workforce is a common denominator in 
nearly every article devoted to the problems faced by 
business. During the past decade, attempts to respond to 
economic crisis have dominated educational reform (Martin, 
1989). 
The general public has become increasingly dissatisfied 
with the performance of public education. If the public 
schools are to be responsive they must search for and make 
major reforms (Wynne, 1986). One of the most important 
aspects of educational reform during the reform decade of 
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the 1980s was the reawakening of business' interest in what 
many considered an educational system gone wrong (Sarason, 
1993). It was evident that business leaders had read the 
Nation at Risk as it was released in 1983, and understood 
the importance of the document to their economic survival. 
The contents of the report were so threatening to our 
national confidence and security that countless individuals 
committed themselves to work for the betterment of education 
in America (Cummins, 1993). This fact can be stated no more 
clearly than in a guest editorial published in T.H.E. 
Journal by Raymond A. Smith, Chief Executive Officer of Bell 
Atlantic Corp(1995). He states, 
In every area, the willingness of the public 
sector to work in close quarters with private 
corporations is creating a unique synergy.... 
Our nation's future depends on your success. 
The stakes are high, the challenges huge. 
The good news is that you're not alone in 
your efforts. We, the private sector have a 
vested interest in your success, (p. 8) 
During the 1980s, business's attitude toward public 
education was forced to change and change rapidly. Business 
leaders began to realize that the new global economy, in 
which they were forced to compete, required a much more 
highly trained workforce than they currently possessed. 
These leaders recognized that all employees must be able to 
understand complicated mathematics and to express their 
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-- or to consult most carefully with -- 
prominent business executives, (p. 389) 
Johnston (1993) echoed Timpane's conclusions. It was 
his view that the nation's response to perceived economic 
crises of the past decade has been the sole driving force in 
the educational reform movement. He, like many others, 
expressed the view that the economy of the United States is 
suffering from low productivity and competitiveness because 
of the inadequate preparation of students by schools. 
The Hudson Institute, an Indianapolis think tank, 
provides figures that are cause for thought and concern 
among educators and business leaders. It estimates that 
three quarters of the students entering the job market 
between 1985 and 2000 will lack reading and writing skills. 
These new workers will also compete for fewer and fewer 
jobs. The Institute, like so many others, faults schools 
for preparing new workers with only minimal reading skills, 
poor vocabularies, and rudimentary writing skills (Pipho, 
1988). 
Roger Semerad senior vice president at RJR Nabisco 
pointed to the fact that corporations in the United States 
are spending $40 to $50 billion a year on employee training. 
Much of this, about half in his view, is spent on what 
should have been learned in school (quoted in Atkins, 1991). 
Former Xerox chairman, David Kearns, stated in the 
Harvard Business School Bulletin that, "We cannot compete in 
a world-class economy without a world-class workforce, and 
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we cannot have a world-class workforce without world-class 
schools" (quoted in Aisner, 1990, p. 52). 
In WorkKeys USA Bulletin from the summer of 1994, Chris 
Orenbas, of Nutrasweet Company, states, "To maintain its 
competitive edge in an ever-expanding global market, the 
NutraSweet Company looks for tools and resources to 
continually improve its training effectiveness." (p. 2) 
These commentators are certain that the competitiveness 
of United States business and industry depends on the 
education provided to high school graduates entering the 
workforce. They conclude that schools are key contributors 
to the nation's economic vitality. 
Wynne (1986) observes the simple truth is business 
cannot survive without schools and vice versa. His 
speculation is that in a complex, interdependent, 
aggressive, and competitive society, strong schools and 
strong businesses are linked and intertwined to the point 
that one cannot remain strong without the other remaining 
strong as well, the classic vicious circle. 
Johnston (1993) observes further that as trade deficits 
increase, along with the federal debt, American business 
will frantically seek a solution that will allow it to 
remain strong. And, as usual, business and the public are 
looking for a scapegoat and who is a more obvious scapegoat 
than the public school? 
Articles also appear frequently in local papers and 
popular magazines describing the impact of business and 
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industry on the educational systems of the United States in 
general and Georgia in particular, through the school- 
business partnerships process. Nearly every article 
emphasizes the importance to both schools and businesses of 
the partnership process (Atkins, 1991; Hood, 1992; Lewis, 
1988; Smith, 1995.) 
The National Perspective 
During the 1980s, business continued to strengthen its 
ties to education. Business provided more funds, technical 
assistance, volunteers, and other aid to selected schools. 
Many of these programs and projects were constructed as 
public-private partnerships. The participating businesses 
determined what their partner schools needed and made 
arrangements to at least partially fill these needs. In 
1983, there were approximately 40,000 documented 
partnerships. By 1989, there were 140,000 partnerships and 
according to statistics compiled by the Council for Aid to 
Education, corporate donations to schools totaled nearly 
$224 million (Hood, 1992). According to Miron and 
Wimpelberg (1989), the National Center for Educational 
Statistics reported that 40% of all American elementary and 
secondary public schools were participating in some form of 
partnerships agreements. 
Looking at the national perspective, Seeley (1989) 
concludes that, "we may not have another chance to reform 
public education in this century or perhaps ever, if public 
confidence resumes its downward slide and people begin to 
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turn to other alternatives," (p. 383). Without major 
reforms, education may no longer exist as we know it today 
and have known it for the past hundred years. 
Woodside (1985), in an Educational Research Service 
paper titled "Business in education: How good a grade," 
reports that. 
These have been momentous years for school- 
business partnerships. 
All across this country, in cities both 
large and small, partnership programs are 
flourishing. Nobody is keeping records, but 
the number of corporations involved in 
partnership programs must exceed several 
hundred, (p. 3) 
Woodside goes on to discuss the many types of programs that 
were already available in 1985 and mentions that all are 
important and demonstrate that the business community and 
the schools have come together for the benefit of education. 
Literature guiding the educational leader into the 
partnership process, and making sure that the partnerships 
are successful, are becoming more available. Every article 
generally provides specific instructions to the educator on 
how to establish and maintain effective school-business 
partnerships (Miron & Wimpelberg, 1989). 
Gray (1984), identifies nine factors that must be 
present to make a successful partnership. 
1. Create awareness 
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2. Identify needs 
3. Establish program goals 
4 . Develop program objectives 
5. Identify potential resources 
6. Develop the program design 
7. Implement the program 
8. Evaluate the partnership 
9. Insure continuing support, (pp. 408-409 
Her nine factors are restated in slightly different forms in 
other articles as well. 
Educational leaders are assured by the extant 
literature that they can and must learn from the business 
and corporate community. For example, DuFour (1985) 
attempts to channel school leaders into running their 
schools like a business, as he did with his own school in 
Illinois. He gives a school executive's view of how the 
best selling book on business management, In Search of 
Excellence: Lessons from America's Best Run Companies, by 
Peters and Waterman (1982), can work in a school 
environment. 
DeBlois (1989) also refers to the precepts espoused by 
Peters and Waterman. In his opinion, business has much to 
offer the schools as they attempt to become more innovative 
and responsive. He reinforces the idea first expressed by 
Peters and Waterman that business must adapt or perish. His 
idea is that schools must cut through bureaucracy and work 
against centralization, like the best run corporations. He 
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espouses the idea that in schools like business, smaller is 
better, that assessment must come from outside the 
organization, and that accountability is paramount for 
success. 
William S. Woodside, the chairman and chief executive 
officer of the American Can Company, states. 
The partnerships have demonstrated that the 
business community and the schools are capable 
of joining forces in pursuit of goals that 
reflect our common stake in the generation 
coming up. In addition, they have proved that 
through the involvement of business, students 
may avail themselves of opportunities and 
support that would be otherwise beyond their 
reach. (Woodside, 1986, p.7) 
Woodside also cites a recent study by Mann (1986), who 
examined the dollar value of the grants, goods, and services 
provided by the private sector to the public schools through 
partnerships in 23 large cities. Mann found that the annual 
total came to $25 million, or an average of just over one 
million dollars for each city studied. These contributions 
constitute significant evidence of corporate responsibility, 
but in relation to the education budget for a major city, it 
amounts to little more than the proverbial drop in the 
bucket (Woodside, 1986). 
28 
The Georgia Pprspective 
In Georgia, the state perspective is nearly identical 
in content and in sequence to the national perspective. 
School-business partnerships are present but no definitive 
information is available on the activities, or the awareness 
and attitudes of secondary school principals toward them. 
Currently, over 200 Georgia Partnerships for Excellence 
Programs are reportedly in operation at all grade levels 
(Georgia Partnership for Excellence in Education, 1991). 
The Georgia 2000 Partnership was established by Governor 
Zell Miller in 1991 with the overall goal of improving 
education in the state by meeting the goals established in 
the America 2000 Strategy. The Georgia 2000 Partnership 
uses the Georgia Chamber of Commerce to provide a network of 
business, education, and governmental leaders to assist 
communities in improving education throughout the state 
(Georgia Association of Educators, 1991). 
John H. Becker, Operations Vice-president of Lithonia 
Lighting, a large manufacturer of commercial lighting 
fixtures based in Rockdale County, Georgia observes that: 
"The problem with public education today is that high 
schools have two diploma tracks: one preparing students for 
college and the other preparing them for nothing." 
(Trussell, 1994, p. 42) 
The Georgia Partnership for Excellence in Education, (1991), 
provides some insight into the views of educators in the 
state. This program perceives education as far and away the 
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most important issue facing the state today. If Georgia is 
to compete in the global economy and remain at the forefront 
of economic growth in the South, it must provide an 
education to every citizen. The guiding principles of the 
program speak to a belief that the educational system cannot 
deliver quality education in isolation. Too many issues 
facing public education originate outside the school. Too 
many Georgians are economically disadvantaged. The state is 
daily becoming more culturally diverse. All these problems 
plead for a confederation of schools, communities, and 
individuals that combine all facets into one comprehensive 
citizen-focused program of school improvement(Georgia 
Partnership for Excellence in Education, 1991). 
The Georgia Association of Educators (1991) reached the 
same conclusion, noting that it is a foregone conclusion 
that education cannot correct the ills of society alone. 
They observe that although the American educational system 
has been a model to the world for literacy, democracy, 
innovation, and economic success, the changing face of 
society and the American family has reached a point of 
crisis. Schools alone are unable to cope with the 
challenges of today's world. A solution must be found which 
creates collaborations between schools and the business 
community. 
The GAE report goes on to give recommendations for a 
revised mission of public schools. The recommendations 
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state that the community-centered public school mission 
should include: 
1. Parent, community, business. and education 
participation through a citizen advisory committee at 
the local and school district level: 
2. Comprehensive programs which provide 
parenting skills, on-site day care and before and after 
school care: 
3. Easy access to substance/child abuse programs 
and family counseling: 
4. The utilization of mass communications and 
high tech into the delivery of knowledge and skills 
that address the needs of the community: 
5. Interagency coordination of social services: 
6. Access to empl oypp.s in the workplace- 
corporate or public — for volunteers, educational 
seminars, parent/teacher conferencing, literacy, 
parenting, abuse prevention, and any other appropriate 
programs that may be necessary: 
7. Exchange of expertise from private, 
community, government, and school entities among local 
and state institutions, including the correctional 
system: 
8. Resources realigned and utilized to focus on 
prevention of "at-risk" conditions. (Georgia 
Association of Educators,(1991, p. 25-26) 
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The 1994 Georgia Assistant Principals Conference, whose 
theme was, "School Administration in the 90's: Facing a New 
Paradigm," devoted one session to developing school business 
partnerships. The discussions illustrated the fact that one 
of the most dramatic recent changes in education has been 
the increased involvement and willingness of business and 
industry to support public education, and not only high 
schools, but also middle and elementary schools. The 
session presenter, Nancy Waldek's view, was that 
partnerships are a unique way to involve a wide cross 
section of the community with the schools. She enumerated 
over 200 partnerships currently in operation across the 
state, many of which received support from small business, 
not major corporations (Waldek, 1994). 
From the available literature, it is obvious that state 
leaders and national leaders believe that businesses and 
educational institutions must develop forms of collaboration 
(partnerships) that benefit both. These collaborations will 
in turn improve the competitiveness of the United States in 
the global economy. 
Partnership Features and Dilemmas 
The actual impact of school-business partnerships on 
the instructional programs of public schools has been and 
still is an open question (Clark, 1988). It is obvious from 
many expository articles and studies that business can and 
does provide money for schools (Mann, 1986; Ramsey, 1993; 
Seeley, 1984; Timpane, 1984;). Secondary schools have known 
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this for years through soliciting support from business for 
athletic teams, cheerleaders, bands, yearbook ads, and 
numerous other needs. But, those contributions have had 
little or no effect on regular instruction. Miron and 
Wimpelberg (1989) state that 87% of the subjects in their 
study were involved in conservative partnership activities 
which in their definition provide only funds and no changes 
in actual instruction. 
Most educational leaders desire more than financial 
assistance from business but are unable to delineate a sure 
method of how to realize the goal of improved instruction 
with the assistance of business. Useem (1987) notes that 
many prior studies have examined the interaction between 
business and higher education. Miron and Wimpelberg (1989) 
reinforce this thought but add that much of the literature 
is vague about the nature of the exchanges between business 
and public schools. The literature provided little 
information on the interaction between school sites and 
businesses until recently. More importantly, principals 
have not been heard from in the rush to form partnerships 
(Mann, 1986). 
School business-partnerships are often discussed, 
promoted, and described but seldom have they been analyzed 
by looking at the awareness, and attitudes, of secondary 
school principals toward partnerships. Miron and Wimpelberg 
(1989) note. 
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Analytical schemes are hard to find and those 
that exist are conceptually insufficient either 
to map out the varieties of arrangements in a 
comprehensive manner or to array the school- 
business interactions so that they can be 
evaluated against standards of school change — 
ostensibly the driving force for the 
development of the partnership in the first 
place, (p. 2) 
Levine (1985) and McLaughlin (1988) suggested 
different classification schemes but neither deals with 
individual school site/business relations or institutional 
change. Levine suggested a classification scheme based on 
form, duration, time, and source of initiation. McLaughlin 
suggested three categories, partnerships, banking, and 
politics. In McLaughlin's nomenclature, partnerships are 
any arrangements that provide teaching expertise, while 
banking covers any arrangements that provide funding. 
Miron and Wimpelberg (1989) offered a typology based on 
two aspects of school-business interactions: 
1. the characteristics of the goods or 
services provided and 
2. the potential that the provision has for 
changing curricular or core 
instructional technologies in the 
school site. (p. 1) 
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These researchers categorized their classifications as 
either "conservative or reformative" (Miron & Wimpelberg, 
1989, p. 2). Conservative partnerships influence 
instruction through the restoration of the physical 
condition of the school and have no impact on instructional 
techniques or curriculum. Reformative partnerships take 
direct aim at school-site change through the expansion of 
instructional time or direct intervention in teaching 
method, curriculum, or learning environment. 
Therefore, possibly one of the best ways to examine the 
school-business partnership process in Georgia was to survey 
school principals about their awareness and attitudes toward 
the partnerships process and their beliefs as to its effect 
on their schools and school systems. 
Mann (1986) observes that building level leaders, 
specifically secondary school principals, have yet to be 
heard from in the rush to form school-business partnerships, 
but posits that they certainly should be. It is his 
supposition that, who would know better than the secondary 
school principal what help the school needs from the private 
sector? Teachers, at one end of the spectrum, do not 
usually have either the broad picture of school needs or the 
power to reach local business leaders. Superintendents, at 
the other end of the spectrum, are more concerned with 
local, state, and federal tax dollars to fund the entire 
system. Elementary principals deal almost exclusively with 
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parents but have little to do with the local business 
community. 
The secondary school principal has the most direct 
contact with the community-at-large. He/she usually has the 
largest student population, the band, the athletic programs, 
alumni matters, and the many, many fund raisers that bring 
them into contact with the business community. Mann views 
the secondary-school principal as the individual who should 
be the authority on school-business partnerships because 
high schools have been working with business for so long. 
There exist a number of successful models and programs 
that exemplify school-business partnerships (Lewis, 1988) . 
These range from business sponsorships of athletic teams, 
student work-study arrangements, loaned executive programs, 
and teacher incentive programs (Stanley, 1986). 
The Rural Problem 
The examples that are usually referenced generally 
depict partnerships in large urban or regional areas where 
larger national corporations maintain a presence. However, 
many Georgia school systems, especially the smaller rural 
systems found in "the other Georgia," south of metro 
Atlanta, do not appear to lend themselves to the typical 
delivery model found in urban areas or areas with an 
industrialized work force. Mann (1986) notes that 
nationally the most striking discovery about school-business 
partnerships is the rapidity at which interest falls off as 
distance from big cities increases. This trend has been 
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noted in unpublished doctoral dissertations by Manning 
(1989) in Missouri and Cummins (1993) in Arkansas and is 
made more obvious by the lack of rural system data available 
from the Southeastern Regional Vision for Education database 
of school-business partnerships (SERVE, 1995). 
Mann (1986) gives three reasons why smaller districts 
do not embrace the school-business partnership process. 
First, there are approximately 18,000 public school 
districts in the United States. The great majority of these 
are small or rural systems that never experienced the 
problems faced by big city school systems during the 1970s 
and 80s. These smaller systems, therefore, do not need the 
formalized partnership process. They have always remained 
an important part of their communities, usually the 
centerpiece. Business leaders in these communities never 
experienced the need to disassociate themselves from the 
schools, so informal partnerships were and are the norm. 
Mann's second reason was that scale is important in the 
partnership process. There must be sufficient business 
resources for the school to draw on. In smaller rural 
school systems, this is not the case. The lack of a 
sufficient business base severely limits the capability of 
schools to select or maintain partners. Instead of a single 
partner, schools in small rural areas are forced to canvas 
community businesses to obtain support for one project. 
Finally, Mann's third reason for the absence of rural 
partnerships is that taxes are ultimately more important 
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than partnership benefits. It is nearly impossible for 
schools to solicit donations from businesses that are 
already hard hit by local, state, and federal taxes. 
Businesses simply refuse to give. 
Similar Studies 
No information about secondary school principals in 
Georgia and their participation in the school-business 
partnership process is available in the extant literature. 
The information that has been gleaned from the dissertations 
of Manning (1989) and Cummins (1993) supports the fact that 
leaders in rural systems are aware of school-business 
partnerships, but concludes that many are not participating 
in the process. 
Manning (1989) reported that 74% of the respondents of 
his Missouri study had a moderate to strong awareness of the 
school-business partnership process while, at the same time, 
over 42% indicated no participation in partnership programs. 
Cummins (1993) reported that 81% of the school leaders in 
his Arkansas study had a moderate to strong awareness of the 
school-business partnership process while 71% participated 
in some form of school-business partnership activity. 
Ninety-two percent of the respondents in the Arkansas study 
considered themselves to be rural system. 
A comparison of the studies above illustrate that both 
knowledge of, and participation in, school-business 
partnerships increased from the 1989 Missouri study to the 
1993 Arkansas study. The increase in awareness was 
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approximately 7% while the increase in partnership 
activities was 13%. It must be noted that both of these 
studies looked at school district level leaders, i.e., 
superintendents, instead of site based leaders. Principals 
were not surveyed as to their awareness of, or attitudes 
toward the partnership process. 
Summary 
In summary, the literture suggests that the school- 
business partnership process is a viable path to closely tie 
the community to the schools through local businesses and 
industries. Nevertheless, few, if any, researchers have 
explored the awareness, attitudes, and perceptions of school 
building level leaders toward the partnership process and 
how it affects their particular school sites. Limited 
information was available that dealt with how small, 
predominately rural systems, that house the majority of 
Georgia students, can or do participate in the school- 
business partnership process. 
Business leaders and school leaders, especially at the 
site level, should be aware of the process and how it can 
affect them as they attempt to develop effective partnership 
activities, especially in rural areas. It is currently 
impossible to predict how the school-business partnership 
process will ultimately affect education, because the 
process is barely underway. Inconsistencies abound in the 
available literature. Even the number of partnerships 
currently in operation is largely unknown, given the wide 
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variation in numbers of participants found in the 
literature. 
But, if the extant literature is correct and public 
education is to retain its integrity, leaders from both 
business and education will have to develop meaningful 
linkages and a clear view of what schools can and should do 
for their communities. The school-business partnership 
could be one way to establish this collaboration if 
principals view it favorably. 
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CHAPTER III 
METHODOLOGY 
Intrndnrf.i on 
One of the most important educational reform movements 
of the late 1980s and early 1990s was the rekindling of 
business' interest in the public schools as illustrated by 
the establishment of school-business partnerships (Miron & 
Wimpelberg, 1989). These partnerships had been of interest 
to many researchers but little or no information was 
available about the school-business partnership process in 
Georgia secondary schools. 
Research Questions 
This study was conducted to determine the awareness and 
attitudes of Georgia public, secondary school principals in 
regard to school-business partnerships and to examine the 
feelings of these principals as to the effect of school- 
business partnerships on their particular school sites. The 
structure and organization of the study allowed for 
comparisons between identified categories of secondary 
school principals in Georgia. 
This study attempted to answer the following about 
school-business partnerships in Georgia secondary schools: 
1. What are the attitudes expressed by Georgia 
secondary school principals toward the school-business 
partnership process? 
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2. Are there differences in the awareness and 
attitudes of secondary school principals with regard to 
community size? 
3. Are there differences in awareness and attitudes of 
secondary school principals with regard to geographical 
location in the state? 
4. Are there differences in awareness and attitudes of 
secondary principals with regard to their age? 
5. Are there differences in awareness and attitudes of 
secondary principals with regard to their educational level? 
6. Are there differences in awareness and attitudes of 
secondary principals with regard to their experience level? 
Methodology 
Subjects: 
There were approximately 314 public secondary schools 
in Georgia during the 1995-96 school term. The population 
for this study included all of the 314 principals from these 
schools as identified from the Georgia Directory of 
Education (1995). This group varied in terms of age, 
experience, educational level, community size, and even in 
geographic location within the state of Georgia. Five 
principals included in the study were used in a pilot study 
to validate the survey instrument. 
Design: 
This was a descriptive study which used a survey 
instrument to determine the awareness and perceptions of 
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Georgia secondary school principals regarding school- 
business partnerships and their affect on individual school 
sites. The survey approach was used because a widely- 
distributed population was being sampled and sufficient data 
could be collected using this technique. Demographic 
questions were included to determine community size, 
geographic location, age of respondent, educational level, 
experience level, and school size so that comparisons could 
be drawn based on those categories. 
Instrumentation: 
The survey (see Appendix A) was a modification of 
similar instruments used in studies done by Manning (1989) 
and Cummins (1993). Written permission was obtained from 
Dr. Woodrow Cummins to use and modify the survey from his 
1993 study (see Appendix B). Questions were phrased in 
basic questioning styles including multiple choice and 
Likert-scale items. Provision was made for the collection 
of open-ended comments. The survey was composed of eight 
demographic questions, nine awareness questions, and fifteen 
Likert-scale items to examine attitudes and perceptions. 
All Likert-scale items were prepared using a six-point scale 
ranging from strongly agree to strongly disagree. The six- 
point scale was considered important as it both forced an 
opinion from respondents and provided additional levels of 
discrimination for the researcher. 
The survey was constructed so that it fit a single 
page, back and front, in pamphlet style (see Appendix A). 
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The information requested could be provided spontaneously 
since the survey items were designed to measure awareness, 
opinions, attitudes, and personal perceptions of school- 
business partnerships. The survey instrument could be 
completed in less than ten minutes. 
Pilot .Study; 
The instrument was validated prior to implementation by 
members of the investigator's dissertation committee and by 
the five secondary school principals included in the pilot 
test. The five principals selected for the pilot test were 
based in schools ranging in size from 600 to 2000 students. 
One school was in an urban area, two were in suburban areas, 
and two were in rural areas. During the pilot testing, the 
five principals who received the survey were contacted by 
phone in order to alert them that the instrument was being 
delivered. Each was requested to provide feedback on the 
adequacy of the instrument. Each was asked to give special 
attention to the layout, the time required to complete the 
instrument, and any ambiguous or confusing items or 
directions on the instrument. They were also asked to 
identify any obviously biased questions or those that 
contained more than one idea. The pilot group faxed their 
completed surveys to the investigator and were again 
contacted by phone to discuss any comments they had made. 
The instrument was modified after each group provided 
responses and comments. As a result of the pilot study, 
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questions were refined and the instrument layout was changed 
to make the survey easier to read and respond to. 
Data Collection: 
The survey, along with a cover letter and a self- 
addressed, stamped envelope was distributed by first-class 
mail in January, 1996, to the selected population. The 
cover letter (see Appendix C) asked that survey instruments 
be returned within seven days of receipt, as did the survey 
directions. Anonymity was assured and maintained during the 
process. The instrument was designed for convenience by 
being prefolded and the self-addressed stamped envelope was 
provided so that the respondent had no expense in honoring 
the request. 
A follow-up post card reminder was mailed to all 
members of the population seven days after the first mailing 
(see Appendix D). A second follow-up mailing, using the 
original survey and a different cover letter was mailed to 
all nonrespondents two weeks after the initial response 
deadline had passed (see Appendix E). 
Analysis: 
Percentages were used to summarize questionnaire 
responses by demographic categories. Principals were 
categorized by community size, geographical location, age of 
respondent, educational level, administrative experience, 
and school size. A comparison of frequency distributions, 
and percentages were calculated for Likert-scale items. The 
responses from each question were shown in tabular form 
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giving the actual number of subjects choosing each possible 
answer and the total number responding. 
Summary 
This descriptive study was conducted to analyze the 
awareness and attitudes of Georgia secondary school 
principals toward the school-business partnership process at 
the school site level. The survey method was considered 
most appropriate because of the large geographical area 
involved and time restraints on potential respondents. The 
survey population was asked to provide information on their 
awareness and attitudes as well as demographic information 
that would allow comparisons between community size, 
geographic location, age of the respondent, educational 
level, experience level, and school size. A pilot study was 
performed by five principals whose input was used to improve 
the instrument before it was mailed to all secondary school 
principals in the state. 
All 314 secondary school principals in Georgia were 
surveyed in January of 1995. Data were analyzed using 
percentages and frequency counts and is presented in tabular 
form in the following chapter. 
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Chapter 4 
Analysis of Data 
Introduction 
The intent of the study was to measure the awareness 
and attitudes of Georgia public secondary school principals 
concerning school-business partnerships. The study also 
compared attitudes and awareness between certain demographic 
groups. These included community size, geographical 
location, age of the school principal, educational level of 
the school principal, and experience level of the school 
principal. Each survey included space for respondent 
comments and observations. The more representative of these 
are included for consideration as they tend to profile 
principals' attitudes and show the level of partnership 
activities present in Georgia secondary schools. A tabular 
presentation was used to review questions and responses from 
the population surveyed. 
Findings 
The number of principals returning usable surveys was 
adequate to meet the goals set for the study. The initial 
goal was to obtain responses from a minimum of 60 percent of 
those principals surveyed. Three hundred fourteen surveys 
were mailed and 193 were returned for a usable response rate 
of 61.5%. This included the information reported by the 
five members of the pilot study. 
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Demographic Information 
Table 1 shows the demographic and biographic 
information that was reported by the responding principals. 
The largest number of principals categorized themselves as 
rural (48.0%) and the largest number (46.0%) reported that 
they resided in communities ranging in size from 3501 to 
25,000. The respondents were nearly equally distributed as 
to geographical location. 
Biographic Information 
One interesting note was that no respondents under 30 
years of age returned surveys. Georgia requires its 
principals to convert the masters-level leadership 
certificate to the educational specialist-level certificate, 
therefore, it was no surprise that the largest percentage of 
principals (70.0%) held the education specialist degree. 
Principals' years of experience were fairly evenly spread 
with the largest percentage (26.0%) of respondents having 
from 6 to 10 years of experience. Most principals reported 
school sizes from 500 to 1500, and the predominant housing 
pattern was grades 9 thru 12 in the same facility (85.0%). 
Awareness and Attitude Information 
Table 2 shows responses to survey questions on the 
attitudes of Georgia secondary school principals to school- 
business partnerships. Questions 1 through 15 dealt with 
items that assessed principals' attitudes toward community 
support for their school and how they see the school- 
business partnership process benefiting the school and 
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Table 1 
Demographic and Biographic Characteristics of .Spr.nndarv 
School Principals in Georgia Concerning School Rnsiness 
Partnerships (SBPs) 
Variables Frequency Percent 
(N=193) 
1. School Community Type 
R ral 92 48 
Suburban 61 32 
Urban 40 20 
2. School Community Size 
Less than 1500 4 2 
1501 to 3500 18 9 
3501 to 25,000 89 46 
25,001 to 100,000 62 32 
over 100,000 20 11 
3. School Geographical Location 
South Georgia 56 29 
Middle Georgia 40 20 
North Georgia 45 23 
Atlanta Metro 52 28 
4. Principals' Age 
Under 30 00 
31 to 40 26 13 
41 to 50 114 59 
Over  53 28 
5. Principals' Educational Level 
Masters Degree 21 11 
Ed. Specialist Degree 135 70 
Doctoral Degree 37 19 
6. Principals' Experience Level 
0 to 5 years 19 9 
6 to 10 years 51 26 
11 to 15 years 37 19 
16 to 20 years 35 18 
21 to 25 years 28 16 
over 25 years 24 12 
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Table 1 (continued) 
Dninoyraph-i r. and Biographic Characteristics of Secondary 
School Principals in Georgia Concerning .School Business 
Partnerships (SBPs) 
Variables Frequency Percent 
(N=l93) 
7. Schools' Student Enrollment 
500 or less 15 8 
501 to 1000 69 36 
1001 to 1500 70 36 
1501 to 2000 29 15 
Over 2000 10 7 
8. Grade Levels Pattern of School 
8 thru 12 13 7 
9 thru 12 165 85 
10 thru 2 21 
Other 13 7 
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Table 2 
Georgia Secondary School Principals' AttiTnrie.s Toward the 
Sr-hool-Business Partnership Process 
Survey Item SA MA SLA SLD MD SD 
a a a a % % 
1. Strong informal support 
by community business 32 33 23 6 4 2 
2. SBP programs are evidence 
of school support 26 38 22 3 6 5 
3. SBPs should provide 
resource persons 41 34 14 >1 3 2 
4. Business leaders as 
role models 52 38 6 1 >1 2 
5. Volunteers as a benefit 40 34 18 4 2 2 
6. Foundations as SBP 
benefit 31 31 28 6 4 >1 
7. Mentoring experiences as 
a learning opportunity 56 30 11 >1 >1 2 
8. Shadow experiences for 
making career choices 52 35 7 3 1 2 
9. SBPs are a sign of 
good, effective schools 37 35 20 6 1 1 
10. Business needs to 
provide on-site visits 40 38 13 5 4 >1 
11. Advertising through 
the SBP 15 26 24 11 10 14 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 2(continued) 
Georgia Secondary School Principals' Attitudes Toward the 
School-Business Partnership Process. 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
12. Individual recognition 
as a SBP benefit 36 37 18 4 4 1 
13. Business should help 
with social problems 24 31 29 8 5 3 
14. Business should help 
with finance, operations 
and technology 36 33 18 8 4 1 
15. Formal SBPs can improve 
employability 38 44 9 4 4 >1 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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community in general. Responses were ranked from strongly 
agree to strongly disagree on a six-point Likert-scale. 
Principals were overwhelmingly positive in their attitude 
toward school-business partnerships with agree responses 
being markedly higher than disagree responses. Principals 
felt that business leaders could be of most value to schools 
by serving as role models (90.0% agree rate), by serving as 
mentors (86.0% agree rate), or by providing shadow 
experiences for students (87.0% agree rate). The largest 
majority of principals (81.0%) agreed, either strongly or 
moderately, that school-business partnerships should provide 
some type of resource persons. 
It was interesting to note that only 55 percent of 
principals showed strong or moderate agreement to business 
helping with social problems while 69 percent showed strong 
or moderate agreement to business helping with finance, 
operations, and technology. Apparently, principals have 
preconceptions of what business is best at and how it should 
be involved in schools. A large majority (81.0%) of 
principals also agreed that they felt that school-business 
partnerships could improve the employability of their 
students and 92 percent felt that school-business 
partnerships were evidence of good, effective schools. 
At the same time, principals showed indecision relative 
to advertising as part of the partnership process. Only 41 
percent of principals would allow minimal advertising, 
either strongly or moderately agreeing, while most were 
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either undecided, with 35 percent slightly agreeing to 
slightly disagreeing, or felt that advertising should not be 
allowed, with 24 percent moderately disagreeing to strongly 
disagreeing. 
Table 3 reports responses to questions 16 thru 24 of 
the survey which dealt with awareness of and actual 
participation in the school-business partnership process. 
The majority of principals (93.0%) reported they were in 
fact strongly or moderately aware of the school-business 
partnership process and all but 23 of the 193 principals 
(12.0%) participated in some form. Very few principals had 
neither read about, met about, nor discussed the process 
with community business leaders. 
Principals were also overwhelming in their belief that 
the partnership process could in fact improve their schools 
with 90 percent reporting that this could be the case. 
However, they showed a great deal of indecision when asked 
if public education in Georgia was adequate without school- 
business partnerships. Forty-one percent indicated that 
they were undecided and 36 percent indicated that education 
in the state was not adequate without school-business 
partnerships. Principals were also nearly unanimous in 
their feeling that school-business partnerships should 
benefit everyone involved with 188 (97.4%) of the 193 
respondents answering yes. The majority of principals 
(79.0%) also agreed that communities were better where 
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Table 3 
Awarpnp.s.s nf and Participation in the School-Business 
Partnership Process by Georgia Secondary Sr.hnol Principals 
Survey Item Frequency Percent 
(N=193) 
16. Principals' awareness level 
Strong awareness 99 51 
Moderate awareness 81 42 
Minimal awareness 13 7 
No awareness 0 0 
17. Participation in SBPs 
Strong participation 66 34 
Moderate participation 76 39 
Minimal participation 28 15 
No participation 23 12 
18. Read or heard about SBPs 
through the media 
5 or more times 132 68 
1 to 4 ti es 60 31 
Never 1 >1 
19. Attended meeting or conferences 
5 or more times 70 36 
1 to 4 times 106 55 
Never 17 9 
20. Had discussions with local 
business leaders about SBPs 
5 or more times 93 48 
1 to 4 times 90 47 
Never 10 5 
21. SBPs could improve your school 
Y  173 90 
Undecided 20 10 
No 0 0 
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Table 3 (continued) 
Awareness Toward and Participation in the School-Business 
Partnership Process by Georgia Secondary School Pn ncipals 
Survey Item Frequency Percent 
(N=l93) 
22. Public education is adequate 
without SBPs 
Yes 45 23 
Undecided 79 41 
No 69 36 
23. Communities are better where 
SBPs exist 
Yes 152 79 
Undecided 40 21 
No 1 >1 
24. SBPs should benefit everyone 
Y s 188 97 
Undecided 4 3 
No 1 >1 
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school-business partnerships were in place while twenty-one 
percent were undecided. Obviously, principals are aware of 
the school-business partnership process and the majority 
participate in the partnership process. 
Community Type 
Table 4 compares principals by the type of community in 
which they work. All principals expressed very positive 
attitudes toward the school-business partnership process. 
It was noteworthy that urban principals showed higher 
percentages of strongly agree responses to questions dealing 
with businesses providing resource persons, role models, and 
volunteers in the school than did other respondents. The 
urban principals also showed stronger agreement toward 
mentoring experiences and shadow experiences as valuable 
learning opportunities for students than did rural or 
suburban principals. Overall, urban principals expressed 
strongest agreement with the partnership process and 90 
percent expressed either strong or moderate agreement that 
school-business partnerships could improve the employability 
of their students. 
It was interesting to note that urban principals felt 
that business provided less support to schools than did 
suburban or rural principals. Only thirteen percent of 
urban principals disagreed when asked if business provided 
strong informal support to their schools. Seventy percent 
of urban principals strongly agreed that mentoring 
Table 4 
Attitudes of Georgia Serondary School Principals Toward 
School-Business Partnerships Compared bv Communi t.V Type 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
1. Business provides strong 
informal support 
Rural 33 36 18 7 4 2 
Suburban 39 26 30 3 2 0 
Urban 20 35 22 10 8 5 
2. SBP programs are evidence 
of school support 
Rural 17 34 27 3 10 9 
Suburban 36 42 15 5 0 2 
Urban 33 40 23 0 0 4 
3. SBPs should provide 
resource persons 
Rural 43 38 15 1 2 1 
Suburban 48 38 10 0 3 1 
Urban 58 20 18 0 3 1 
4. Business leaders as 
role models 
Rural 51 39 6 1 1 2 
Suburban 46 44 8 2 0 0 
Urban 65 28 5 0 0 2 
5. Volunteers as a benefit 
Rural 36 35 20 4 2 3 
Suburban 38 39 18 3 2 0 
Urban 55 25 13 7 0 0 
itions as SBP benefit 
Rural 25 29 32 8 5 1 
Suburban 39 36 23 2 2 0 
Urban 35 25 28 0 10 2 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 4 (continued) 
Attitudes of Georgia Secondary Schools Principals Toward 
School-Business Partnerships r.ompared by Cominnm tv TVPe 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
7. Mentoring experiences as 
a learning opportunity 
Rural 
Suburban 
Urban 
8. Shadow experiences for 
making career choices 
Rural 
Suburban 
Urban 
9. SBPs are a sign of 
good effective schools 
Rural 
Suburban 
Urban 
10. Business needs to 
provide on-site visits 
Rural 
Suburban 
Urban 
11. Advertising through 
the SBP 
Rural 
Suburban 
Urban 
12. Individual recognition 
as an SBP benefit 
Rural 
Suburban 
Urban 
48 36 11 1 1 3 
59 26 15 0 0 0 
70 23 5 0 0 2 
46 44 5 2 1 2 
54 26 13 5 2 0 
65 31 2 0 0 2 
36 35 23 3 2 1 
39 31 20 10 0 0 
37 40 13 7 0 3 
35 46 12 3 4 0 
43 31 15 8 3 0 
48 33 13 4 0 2 
17 19 26 16 12 10 
15 39 16 3 7 20 
10 25 33 10 7 15 
25 45 20 5 4 1 
43 29 21 2 5 0 
50 33 13 2 0 2 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 4 (continued) 
Attitudes of Georgia Secondary Schoo] Principals Toward 
School-Business Partnerships Compared by Commnnitv Type 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
13. Business should help 
with social problems 
Rural 22 33 29 5 8 3 
Suburban 16 36 33 11 2 2 
Urban 43 20 23 9 5 0 
14. Business should help 
with finance, operations 
and technology 
Rural 30 37 17 8 7 1 
Suburban 31 31 24 10 2 2 
Urban 57 25 10 5 3 0 
15. Formal SBPs can improve 
employability 
Rural 37 46 8 4 4 1 
Suburban 33 44 15 6 2 0 
Urban 50 40 5 0 0 5 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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experiences were an important learning activity that was 
part of the school-business partnership process. 
It was also interesting to observe that rural 
principals felt that partnerships were not good evidence of 
school support with only 17% indicating strong agreement. 
Only 25 percent of rural principals felt that individual 
recognition was a benefit of the school-business partnership 
process. 
Table 5 reports the awareness level of the respondents 
compared by community type. All principals expressed some 
awareness of the process. Urban and suburban principals 
reported substantially higher levels of awareness than did 
rural principals, 78 percent and 71 percent respectively, 
compared to 27 percent for rural principals. 
Table 6 illustrates the actual level of participation 
in the school-business partnership process. The large 
majority of principals did participate to some degree in the 
process with urban principals showing the strongest 
participation (55%) and rural principals showing the least 
participation (16%). There was a marked difference in non- 
participation between locales, with rural principals showing 
a much higher rate (21.0%) than the other two groups. 
Table 7 reports the amount of professional exposure 
that principals had to the school-business partnership 
process either through the media, through meetings and 
conferences, or through discussions with local business 
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Table 5 
Awareness of Georgia Serondary School Principals of the 
School-Business Partnership Process Compared by Community 
Type 
Survey Item SA 
% 
Awareness 
MoA 
% 
Level 
MA 
% 
NA 
% 
16. Principals awareness level 
Rural 27 62 11 0 
Suburban 71 26 3 0 
Urban 78 20 2 0 
Note: SA= Strong Awareness 
MoA= Moderate Awareness 
MA= Minimal Awareness 
NA= No Awareness 
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Table 6 
Georgia Secondary School Principals Participation in the 
School-Business Partnership Process Compared by Community 
Type 
Participation Level 
Survey Item SP MoP MP NP 
17. Participation in SBP 
Rural 
Suburban 
Urban 
16 
48 
55 
41 
41 
33 
22 21 
3 
5 
Note: SP= Strong Participation 
MoP= Moderate Participation 
MP= Minimal Participation 
NP= No Participation 
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Table 7 
Georgia Secondary School Principals' Professional Exposure 
to School-Business Partnerships Compared by Coimnunitv Type 
Professional Exposure 
5 or more 1 to 4 
Survey Item Times Times Never 
18. Read or heard about SBPs 
through the Media 
Rural 62 38 0 
Suburban 72 26 2 
Urban 78 22 0 
19. Attended meetings or 
conferences 
Rural 22 67 11 
Suburban 43 52 5 
Urban 60 30 10 
20. Had discussions with local 
business leaders about SBP 
Rural 31 60 9 
Suburban 62 35 3 
Urban 65 35 0 
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leaders. Again, urban respondents have the most exposure. 
Very few respondents had no exposure to the SBP process. It 
was interesting to note that only 22 percent of rural 
principals had attended five or more meetings or conferences 
about the partnership process while 72 percent of suburban 
and 78 percent of urban principals had attended five or more 
meetings. It was also interesting that only 31% of rural 
principals had had five or more discussions with local 
business leaders about the process. Suburban and urban 
principals reported at least twice that percentage of five 
or more contacts with business leaders. 
Table 8 illustrates the principals' attitudes toward 
the effects that could occur from participation in the 
school-business partnership process. All three groups were 
very positive in their view that school-business 
partnerships could improve their schools, that communities 
are better where school-business partnerships exist, and 
that everyone involved in the process should benefit. There 
was some indecision when asked whether public education was 
adequate without school-business partnerships and this was 
spread across all comparison groups. Most respondents 
(80.0% rural, 67.0% suburban, and 83.0% urban) reported they 
were either undecided or that education in Georgia was not 
adequate without school-business partnerships. 
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Table 8 
Georgia Secondary School Principals' Rerognition of the 
Effects of School-Business Partnerships on Schools and 
Communities Compared by Community Type 
Effects 
Survey Item Yes Undecided No 
21. SBPs could improve 
your school 
Rural 87 13 0 
Suburban 92 8  
Urban 3 7 0 
22. Public education is 
adequate without SBPs 
Rural 20 47 33 
Suburban 33 26 41 
Urban 17 50 33 
23. Communities are better 
where SBPs exist 
Rural 76 24 0 
Suburban 77 21 2 
Urban 88 12 0 
24. SBPs should benefit 
everyone 
Rural 96 3 1 
Suburban 8 2 0 
Urban 100 0 0 
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Geographic Regions 
Table 9 shows comparisons of attitudes of principals 
toward the school-business partnership process by geographic 
region. There was little variation across comparison 
groups. Atlanta-metro area principals did express slightly 
stronger agreement on items that examined the benefits that 
business could provide like resource persons, volunteers, 
role models, mentoring and shadowing experiences, on-site 
visits, and individual recognition. The largest amount of 
disagreement came from the question concerning advertising. 
Twenty-three percent of South Georgia principals, 23 percent 
of middle Georgia principals, 28 percent of north Georgia 
respondents, and 19 percent of Atlanta-metro principals 
disagreed with allowing even minimal advertising by the 
business partner. 
It was interesting to note that principals from South 
Georgia (13%) showed much less agreement when asked if 
school-business partnerships were evidence of school 
support. Only 54 percent of South Georgia principals 
indicated strong or moderate agreement when asked if 
partnerships were signs of school support as opposed to 70 
percent from middle Georgia, 62 percent from North Georgia, 
and 73 percent from the Atlanta-metro area. The same type 
of responses appeared when principals were asked if school- 
business partnerships were a sign of good, effective 
schools. 
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Table 9 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared by Geographic Location 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
1. Business provides strong 
informal support 
South GA. 30 32 25 9 4 0 
Middle GA. 35 33 17 5 2 8 
North GA. 38 29 22 7 2 2 
Atlanta-metro. 27 36 25 4 8 0 
2. SBP programs are evidence 
of school support 
South GA. 13 41 25 5 9 7 
Middle GA. 40 30 15 2 5 8 
North GA. 22 40 25 2 7 4 
Atlanta-metro. 35 38 23 2 2 0 
3. SBPs should provide 
resource persons 
South GA. 46 34 12 0 4 4 
Middle GA. 42 33 23 0 2 0 
North GA. 47 34 13 2 2 2 
Atlanta-metro. 52 36 10 2 0 0 
4. Business leaders as 
role models 
South GA. 59 30 2 2 2 5 
Middle GA. 52 35 13 0 0 0 
North GA. 40 47 11 2 0 2 
Atlanta-metro. 56 42 2 0 0 0 
:eers as a benefit 
South GA. 37 28 23 4 4 4 
Middle GA. 40 44 7 3 3 3 
North GA. 33 31 27 9 0 0 
Atlanta-metro. 50 35 11 4 0 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 9 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared bv Geographic Location 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
6. Foundations as SBP benefit 
South GA. 20 29 30 14 7 0 
Middle GA. 18 40 38 2 0 2 
North GA. 38 27 29 2 4 0 
Atlanta-metro. 48 29 17 4 2 0 
7. Mentoring experiences as 
a learning opportunity 
South GA. 
Middle GA. 
North GA. 
Atlanta-metro. 
8. Shadow experiences for 
making career choices 
South GA. 46 38 5 4 2 5 
Middle GA. 53 43 2 2 0 0 
North GA. 40 40 16 2 2 0 
Atlanta-metro. 69 23 6 2 0 0 
9. SBPs are a sign of 
good effective schools 
South GA. 37 23 28 4 4 4 
Middle GA. 45 37 8 10 0 0 
North GA. 24 43 24 9 0 0 
Atlanta-metro. 42 39 15 4 0 0 
10. Business needs to 
provide on-site visits 
South GA. 36 39 12 4 7 2 
Middle GA. 40 40 15 0 5 0 
North GA. 36 40 13 11 0 0 
Atlanta-metro. 48 35 11 6 0 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
50 30 11 0 2 7 
55 37 8 0 0 0 
51 29 18 2 0 0 
67 25 8 0 0 0 
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Table 9 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared by Geographic Location 
Survey Item SA MA 
Attitudes 
SLA SLD MD SD 
11. Advertising through 
the SBP 
South GA. 14 22 27 14 16 7 
Middle GA. 10 30 27 10 10 13 
North GA. 18 16 27 11 4 24 
Atlanta-metro. 17 39 17 8 6 13 
12. Individual recognition 
as an SBP benefit 
South GA. 39 32 13 7 7 2 
Middle GA. 27 48 25 0 0 0 
North GA. 27 40 27 4 2 0 
Atlanta-metro. 46 33 13 2 4 2 
Business should help 
with social problems 
South GA. 21 32 31 5 9 2 
Middle GA. 25 30 25 7 10 3 
North GA. 27 22 36 11 0 4 
Atlanta-metro. 25 38 25 10 3 0 
Business should help 
with finance, operations 
and technology 
South GA. 30 39 13 5 13 0 
Middle GA. 38 35 17 7 0 3 
North GA. 31 27 25 13 2 2 
Atlanta-metro. 46 29 19 6 0 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 9 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared by Geographic IiOCatiQH 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
15. Formal SBPs can improve 
employability 
South GA. 
Middle GA. 
North GA. 
Atlanta-metro. 
41 39 5 2 11 2 
32 53 10 5 0 0 
33 38 18 11 0 0 
44 48 6 0 2 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 10 reports principals' awareness of the school- 
business partnership process compared by geographic 
location. Although every respondent was aware of the 
process, strong levels of awareness decreased as the 
distance from the Atlanta-metro area increased. Seventy- 
seven percent of principals in the Atlanta-metro area 
reported strong awareness of the school-business partnership 
process compared to 32 percent from South Georgia, 43 
percent from Middle Georgia, and 54 percent from North 
Georgia. 
Table 11 reports principals' actual participation in 
the school-business partnership process. Marked differences 
were noted in participation across the state with South 
Georgia having the least participation and the Atlanta-metro 
area the most. Only 52 percent of South Georgia principals 
reported strong or moderate participation while 60 percent 
of Middle Georgia principals, 84 percent of North Georgia 
principals, and 98 percent of Atlanta-metro principals 
reported strong or moderate participation. One fourth of 
all respondents from the south Georgia area reported no 
participation while no respondents from the Atlanta-metro 
area reported a total lack of participation. 
Table 12 shows principals' responses as they relate to 
their professional exposure to the school-business 
partnerships. Exposure was directly related to proximity to 
metro-Atlanta, with the amount of exposure dropping as the 
distance from the city of Atlanta increased. However, the 
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Table 10 
Awareness of Georgia Secondary School Principals of the 
School-Business Partnership Process Compared by Pienffraphic 
Location 
Awareness 
Survey Item SA MoA MA NA 
& a a % 
16. Principals awareness Level 
South GA. 
Middle GA. 
North GA. 
Atlanta-metro. 
32 59 9 0 
43 43 14 0 
54 44 2 0 
77 21 2 0 
Note: SA= Strong Awareness 
MoA= Moderate Awareness 
MA= Minimal Awareness 
NA= No Awareness 
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Table 11 
Participation of Georgia Secondary Schoo] Principals in the 
School-Business Partnership Process Compared bv Geographic 
Location 
Participation 
Survey Item SP MoP MP NP 
a ft % 
17. Participation in SBP 
South GA. 
Middle GA. 
North GA. 
Atlanta-metro. 
23 
30 
33 
50 
29 
30 
51 
48 
23 
22 
11 
2 
25 
18 
5 
0 
Note: SP= Strong Participation 
MoP= Moderate Participation 
MP= Minimal Participation 
NP= No Participation 
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Table 12 
Georgia Secondary School Principals Professional Exposure tQ 
School-Business Partnerships Compared by Geographic Location 
Survey Item 
18. Read or heard about SBPs 
through the media 
South GA. 
Middle GA. 
North GA. 
Atlanta-metro. 
19. Attended meetings or 
conferences 
Professional Exposure 
5 or more 1 to 4 
Times Times Never 
% % % 
59 41 0 
67 33 0 
67 33 0 
81 17 2 
64 14 
47 15 
58 4 
48 2 
70 7 
45 10 
40 2 
29 2 
South GA. 22 
Middle . 38 
North GA. 38 
Atlanta-metro. 50 
20. Had discussions with local 
business leaders about SBP 
South GA. 23 
Middle . 45 
North GA. 58 
Atlanta-metro. 69 
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large majority of principals reported some exposure to the 
process. It was interesting to note that only 86 percent of 
South Georgia principals had attended meetings or 
conferences about school-business partnerships, while 98 
percent of Atlanta-metro principals had attended meetings or 
conferences. 
It was also interesting to note that there had been 
much more exposure to the school-business partnership 
process through the media than through meetings and 
conferences or discussions with business leaders. Atlanta- 
metro principals reported having discussed partnerships with 
local business leaders three times more often than South 
Georgia principals. 
Table 13 reports the principals' recognition of the 
effects of the partnership process on their schools and 
communities. Principals overwhelmingly believed that 
partnerships could improve their schools, that communities 
were better where partnerships existed, and that everyone 
should benefit. There was variation in the response 
patterns by geographic location. There was some variation 
when principals were asked about the adequacy of public 
education in the state. Approximately 30 percent of the 
principals from Middle Georgia, North Georgia, and the 
metro-Atlanta area felt that education in Georgia could 
provide a trained workforce for business. Only 9 percent of 
South Georgia respondents felt this was the case. 
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Table 13 
Georgia Secondary School Principals' Recognition of the 
Effects of School-Business Partnerships on Schools and 
Communities Compared by Geographic Location 
Effects 
Survey Item Yes Undecided No 
a 2- % 
21. SBPs could improve 
your school 
South Ga. 
Middle Ga. 
North Ga. 
Atlanta metro. 
22. Public education is 
adequate without SBPs 
South Ga. 
Middle Ga. 
North Ga. 
Atlanta metro. 
23. Communities are better 
where SBPs exist 
South Ga. 
Middle Ga. 
North Ga. 
Atlanta metro. 
24. SBPs should benefit 
everyone 
South Ga. 
Middle Ga. 
North Ga. 
Atlanta metro. 
87 13 0 
85 15 0 
87 13 0 
98 2  
9 53 38 
30 47 23 
29 33 38 
29 29 42 
75 25 0 
87 13 0 
67 31 2 
87 13 0 
98 2 0 
   
96 2 2 
8  0 
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Principals' Age 
Tables 14 through 18 compare responses by the 
respondents age. No responses from principals under 30 were 
received so that category will not be discussed further. 
Table 14 reports attitudes by the principals' age. 
Principals were very positive toward school-business 
partnerships without regard to their age. Little variation 
was noted and no consistent patterns could be established, 
but a slightly higher percentage of principals over age 50 
strongly agreed with most of the attitude questions, in 
effect expressing a more favorable attitude toward school- 
business partnerships. 
The most indecision was found in responses asking 
whether or not businesses should be allowed to do minimal 
advertising through school-business partnership projects. 
Only 42 percent of principals aged 31 to 40, 40 percent aged 
41 to 50, and 44 percent of those over 50 years of age 
agreed, either strongly or moderately, that minimal 
advertising should be allowed as part of the partnership 
process. Twenty-five percent of principals aged 41 to 50 
disagreed with advertising. It was also interesting to note 
that principals over fifty (38%) were much more certain that 
business should help with social problems than were 
principals aged 31 to 40 (15%). 
Table 15 shows principals' awareness to the School- 
business partnership process compared by age. A higher 
percentage of principals over age 50 reported a strong 
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Table 14 
Attitudes of Georgia Secondary School—Prindipfllff Toward 
School-Business Partnerships Compared bv Principal.'=5' Age 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
1. Business provides strong 
informal support 
31 to 40 19 42 31 4 0 4 
41 to 50 32 30 23 9 4 2 
Over 50 38 34 19 2 5 2 
2. SBP programs are evidence 
of school support 
31 to 40 23 38 31 8 0 0 
41 to 50 25 36 25 3 5 6 
Over 50 32 42 11 2 8 5 
3. SBPs should provide 
resource persons 
31 to 40 38 46 16 0 0 0 
41 to 50 44 35 14 1 3 3 
Over 50 57 26 13 0 4 0 
4. Business leaders as 
role models 
31 to 40 50 38 8 0 0 4 
41 to 50 51 38 7 1 1 2 
Over 50 56 38 4 2 0 0 
;eers as a benefit 
31 to 40 35 50 11 0 0 4 
41 to 50 38 31 23 5 2 1 
Over 50 47 34 9 6 2 2 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
Table 14 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared by Principals'—Age 
Attitudes 
Survey Item SA 
% 
MA 
% 
SLA 
% 
SLD 
% 
MD 
% 
SD 
% 
6. Foundations as SBP benefit 
31 to 40 27 31 38 0 4 0 
41 to 50 31 31 28 7 3 0 
Over 50 34 30 22 6 6 2 
7. Mentoring experiences as 
a learning opportunity 
31 to 40 42 39 15 0 0 4 
41 to 50 55 31 11 0 0 3 
Over 50 64 25 7 2 2 0 
8. Shadow experiences for 
making career choices 
31 to 40 46 39 7 4 4 1 
41 to 50 51 35 8 2 1 3 
Over 50 58 34 4 4 0 0 
9. SBPs are a sign of 
good effective schools 
31 to 40 35 35 26 0 4 0 
41 to 50 34 35 18 11 0 2 
Over 50 45 34 19 0 2 0 
10. Business needs to 
provide on-site visits 
31 to 40 35 42 15 4 4 0 
41 to 50 39 36 14 6 4 1 
Over 50 43 42 9 4 2 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
80 
Table 14 (continued) 
Attitudes of Georgia Secondary .School Principals Toward 
School-Business Partnerships Compared bv Princi bfll f?' Age 
Attitudes 
Survey Item SA 
% 
MA 
% 
SLA 
% 
SLD 
% 
MD 
% 
SD 
% 
11. Advertising through 
the SBP 
31 to 40 15 27 27 15 8 8 
41 to 50 13 27 23 12 10 15 
Over 50 19 25 26 6 9 15 
12. Individual recognition 
as an SBP benefit 
31 to 40 46 27 11 8 4 4 
41 to 50 31 42 21 3 3 0 
Over 50 41 32 17 4 4 2 
13. Business should help 
with social problems 
31 to 40 15 38 23 8 8 8 
41 to 50 20 30 33 11 5 1 
Over 50 38 30 24 2 4 2 
14. Business should help 
with finance, operations 
and technology 
31 to 40 35 35 22 4 4 0 
41 to 50 35 32 17 10 4 2 
Over 50 39 34 17 6 4 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 14 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared by Principalr' Aae 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% a % % % % 
15. Formal SBPs can improve 
employability 
31 to 40 
41 to 50 
Over 50 
26 62 4 0 8 0 
33 46 11 7 2 1 
55 30 9 0 6 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 15 
Awareness of Georgia .Sprnndary Schoo] Principals Of the 
School-Business Partnership Process Compared by Principals' 
Age 
Awareness 
Survey Item SA MoA MA NA 
16. Principals' awareness level 
31 to 40 35 58 7 0 
41 to 50 48 43 9 0 
Over 50 66 32 2 0 
Note: SA= Strong Awareness 
MoA= Moderate Awareness 
MA= Minimal Awareness 
NA= No Awareness 
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awareness, while all principals reported some awareness of 
the school-business partnership process. Ninety-three 
percent of principals aged 31 to 40 reported strong or 
minimal awareness, 91 percent of those aged 41 to 50 and 98 
percent of those over age 50 reported the same. Very few 
respondents reported minimal awareness. 
Table 16 reported data on actual participation of 
schools in the SBP process. Little variation was noted 
between the comparison groups although principals aged 31 to 
40 showed a slightly higher percentage of non-participation 
(19%). There was little variation in the responses compared 
by age with the fewest number of non-participants (10%) 
being in the 41 to 50 age group. 
Table 17 showed the level of professional exposure to 
the school-business partnership process. The number of 
exposures tended to increase as experience increased which 
would be a logical finding. Again, most exposure was 
through the media instead of meetings and conferences or 
personal contact with local business leaders. It was 
interesting to note that 14 percent of respondents aged 41 
to 50 had never discussed the school-business partnership 
process with local business leaders. 
The data reported in Table 18 indicated the level of 
recognition of the effects that school-business partnerships 
have on schools and communities. There was little variation 
in responses by age and no consistent or unusual patterns of 
responses. 
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Table 16 
Georgia Secondary Principals' Participation jn the Srhool- 
Business Partnership Process Compared by Prinripals' Aae 
Participation 
Survey Item SP MoP MP NP 
a 
17. Participation in SBP 
31 to 40 
41 to 50 
Over 50 
31 
31 
42 
42 
41 
34 
18 
11 
19 
10 
13 
Note: SP= Strong Participation 
MoP= Moderate Participation 
MP= Minimal Participation 
NP= No Participation 
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Table 17 
Georgia Secondary School Principals' Professional Exposure 
to School-Business Partnerships Compared by Principals'—Age 
Survey Item 
18. Read or heard about SBPs 
through the media 
31 to 40 
41 to 50 
Over 50 
Professional Exposure 
5 or more 1 to 4 
Times Times Never 
% % % 
42 58 0 
71 28 1 
75 25 0 
65 12 
59 10 
41 6 
58 7 
46 14 
43 6 
19. Attended meetings or 
conferences 
31 to 40 23 
41 to 50 31 
Over 50 53 
20. Had discussions with local 
business leaders about SBP 
31 to 40 35 
41 to 50 50 
Over 50 51 
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Table 18 
Georgia .Secondary School Principals' Rpr.ognif i on of the 
Effects of School-Bus.i nesfi Partnerships on .School f5 and 
r.nmmnnities Compared by Principals' Aae 
Effects 
Survey Item Yes Undecided No 
a a a 
21. SBPs could improve 
your school 
31 to 40 
41 to 50 
Over 50 
22. Public education is 
adequate without SBPs 
31 to 40 
41 to 50 
Over 50 
23. Communities are better 
where SBPs exist 
31 to 40 
41 to 50 
Over 50 
24. SBPs should benefit 
everyone 
31 to 40 
41 to 50 
Over 50 
92 8 0 
89 11 0 
91 9  
19 42 39 
25 40 35 
21 43 36 
77 23 0 
79 21 0 
79 19 2 
100 0 0 
97 3  
6 2 2 
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Again without regard to age, principals were concerned 
about the adequacy of public education without school- 
business partnerships. The majority were either undecided 
or felt that public education was not adequate without 
school-business partnerships. 
Principals' Educational Level 
Tables 19 through 23 compared principals' responses by 
educational level. Table 19 reported principals' attitudes 
toward the partnership process compared by educational 
level. The great majority responded positively to the 
partnership process and its benefits to schools and 
communities regardless of their educational level. The 
highest rates of disagreement, slightly disagree to strongly 
disagree, came when advertising was discussed. Thirty-two 
percent of doctoral degree principals disagreed with 
allowing advertising as part of the school-business 
partnership process while only 18 percent of masters degree 
principals disagreed with advertising. 
One unusual response was noted when principals were 
asked about business partners providing resource persons. 
Seventy-two percent of masters degree principals strongly 
agreed that business should provide resource persons to 
schools while other groups' responses were much lower. This 
was interesting because masters degree principals had the 
lowest strongly agree rate (14%) when asked if business 
should help with social problems. 
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Table 19 
Georgia Secondary School Principals' Attitudes Toward 
School-Business Partnerships Compared by Principals' 
Educational Level 
Survey Item SA 
% 
MA 
% 
Attitudes 
SLA SLD 
% % 
MD 
% 
SD 
% 
1. Business Provides strong 
informal support 
Masters Degree 43 14 38 5 0 0 
Ed. Sp. Degree 30 33 23 8 4 2 
Doctoral Degree 35 41 13 3 5 3 
2. SBP programs are evidence 
of school support 
Masters Degree 24 43 19 0 5 9 
Ed. Sp. Degree 25 39 23 3 6 4 
Doctoral Degree 33 30 22 5 5 5 
3. SBPs should provide 
resource persons 
Masters Degree 72 9 14 0 5 0 
Ed. Sp. Degree 45 38 12 1 3 1 
Doctoral Degree 40 35 22 0 0 3 
4. Business leaders as 
role models 
Masters Degree 52 38 5 0 5 0 
Ed. Sp. Degree 54 37 7 1 0 1 
Doctoral Degree 46 44 5 0 0 5 
5. Volunteers as a benefit 
Masters Degree 33 43 9 5 5 5 
Ed. Sp. Degree 44 32 18 5 1 0 
Doctoral Degree 32 38 22 3 0 5 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 19 (continued) 
Georgia Secondary School Principals' Attitudes Toward 
School-Business Partnerships Compared by Principals' 
Educational Level 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
6. Foundations as SBP benefit 
Masters Degree 29 33 9 19 5 5 
Ed. Sp. Degree 31 32 31 4 2 0 
Doctoral Degree 33 24 27 8 8 0 
7. Mentoring experiences as 
a learning opportunity 
Masters Degree 48 38 9 0 0 5 
Ed. Sp. Degree 57 30 11 0 1 1 
Doctoral Degree 57 24 11 3 0 5 
8. Shadow experiences for 
making career choices 
Masters Degree 52 33 10 0 0 5 
Ed. Sp. Degree 53 35 8 2 1 1 
Doctoral Degree 51 35 3 5 3 3 
9. SBPs are a sign of 
good effective schools 
Masters Degree 33 43 19 5 0 0 
Ed. Sp. Degree 39 32 21 6 1 1 
Doctoral Degree 33 38 15 8 3 3 
10. Business needs to 
provide on-site visits 
Masters Degree 38 33 10 14 5 0 
Ed. Sp. Degree 41 38 15 3 2 1 
Doctoral Degree 38 41 8 8 5 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 19 (continued) 
School-Business Partnerships Comoared hv Princioals' 
Educational Level 
Attitudes 
Survey Item SA 
% 
MA 
% 
SLA 
% 
SLD 
% 
MD 
% 
SD 
% 
11. Advertising through 
the SBP 
Masters Degree 14 48 14 6 9 9 
Ed. Sp. Degree 15 24 28 11 10 12 
Doctoral Degree 14 24 16 14 8 24 
12. Individual recognition 
as an SBP benefit 
Masters Degree 39 24 19 9 9 0 
Ed. Sp. Degree 35 42 19 3 1 0 
Doctoral Degree 37 27 19 3 8 6 
13. Business should help 
with social problems 
Masters Degree 14 24 33 14 10 5 
Ed. Sp. Degree 27 32 28 7 4 2 
Doctoral Degree 22 32 30 8 8 0 
14. Business should help 
with finance, operations 
and technology 
Masters Degree 
Ed. Sp. Degree 
Doctoral Degree 
33 38 24 0 5 0 
37 33 16 9 4 1 
35 30 22 8 5 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
Table 19 (continued) 
Georgia Secondary School Principals' Attitudes Toward 
School-Business Partnerships Compared by Principals' 
Educational Level 
91 
Survey Item SA MA 
a 
Attitudes 
SLA SLD MD SD 
15. Formal SBPs can improve 
employability 
Masters Degree 
Ed. Sp. Degree 
Doctoral Degree 
43 42 5 5 0 5 
39 45 9 4 3 0 
35 41 13 3 8 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 20 profiled principals' awareness by educational 
level. Doctoral-level respondents reported a higher level 
of strong awareness but all respondents reported some 
awareness. 
Table 21 reported actual participation in the school- 
business partnership process by educational level. No 
pattern emerged when educational levels were compared. Most 
respondents at all educational levels reported either strong 
or moderate participation. 
Table 22 showed the amount of exposure through the 
media, meetings and conferences, or discussions with 
business leaders, compared by educational level. Doctoral- 
level principals reported the most exposure to the school- 
business partnership process as would be expected because of 
their additional college coursework. Masters-level 
principals reported the least exposure with 14 percent 
having never attended meetings or conferences and 19 percent 
having never discussed partnerships with local business 
leaders. Again, it was interesting to note that most 
exposure was gathered through the media instead of through 
meetings and conferences or through discussions with local 
business leaders. 
Table 23 reported principals' recognition of the 
effects of school-business partnerships on schools and 
communities by their educational level. A large majority 
agreed that partnerships could improve their schools and 
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Table 20 
Georgia Secondary School Principals' Awareness in the 
School-Business Partnership Process Compared bv Principals' 
Educational Level 
Awareness 
Survey Item SA MoA MA NA 
% % % 
16. Principals' awareness level 
Masters Degree 
Ed. Sp. Degree 
Doctoral Degree 
43 43 14 0 
48 46 6 0 
68 27 5 0 
Note: SA= Strong Awareness 
MoA= Moderate Awareness 
MA= Minimal Awareness 
NA= No Awareness 
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Table 21 
Georgia Secondary School Principals'—Participfltion in the 
School-Business Partnership Process Compared by Principals' 
Educational Level 
Participation 
Survey Item SP 
% 
MoP 
% 
MP 
% 
NP 
% 
17. Participation in SBP 
Masters Degree 24 43 14 19 
Ed. Sp. Degree 35 40 15 10 
Doctoral Degree 38 35 11 16 
Note: SP= Strong Participation 
MoP= Moderate Participation 
MP= Minimal Participation 
NP= No Participation 
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Table 22 
npnrg-ia Sprrmriary .Srhnol Pri nr.ipa 1 ' Professional Exposure 
to School-Business Partnerships Compared bv Principals' 
F.rinrational Level 
Professional Exposure 
5 or more 1 to 4 
Survey Item Times Times Never 
18. Read or heard about SBPs 
through the media 
Masters Degree 33 67 0 
Ed. Sp. Degree 71 28 1 
Doctoral Degree 78 22 0 
19. Attended meetings or 
conferences 
Masters Degree 24 62 14 
Ed. Sp. Degree 35 56 9 
Doctoral Degree 46 49 5 
20. Had discussions with local 
business leaders about SBP 
Masters Degree 29 52 19 
Ed. Sp. Degree 48 49 13 
Doctoral Degree 60 35 5 
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Table 23 
Georgia Secondary School Principals' Recognition of the 
Effects of School-Business Partnerships on Schools and 
Communities Compared by Principals' Educational Level 
Effects 
Survey Item Yes Undecided No 
21. SBPs could improve 
your school 
Masters Degree 90 10 0 
Ed. Sp. Degree 87 13 0 
Doctoral Degree 9  3  
22. Public education is 
adequate without SBPs 
Masters Degree 10 48 42 
Ed. Sp. Degree 24 44 32 
Doctoral Degree 30 24 46 
23. Communities are better 
where SBPs exist 
Masters Degree 52 43 5 
Ed. Sp. Degree 82 18 0 
Doctoral Degree 81 19 0 
24. SBPs should benefit 
everyone 
Masters Degree 100 0 0 
Ed. Sp. Degree 96 3 1 
Doctoral Degree 100 0 0 
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communities, and a large percentage thought that Georgia 
schools were inadequate without school-business 
partnerships. There was little variation by educational 
level. However, it was interesting to note that masters 
degree respondents were much more undecided (43%) than 
educational specialist (18%) or Doctoral respondents (19%) 
about whether or not communities are better where school- 
business partnerships exist. It was also interesting to 
note that no respondents reported their schools could not be 
improved by school-business partnerships. 
Principals' Administrative Experience 
Tables 24 through 28 compare principals' responses by 
level of administrative experience. Six levels of 
administrative experience are examined ranging from 0 to 5 
years through over 25 years. 
Table 24 reports principals' attitudes toward the 
school-business partnership process compared by experience 
level. The large majority of respondents reported favorable 
attitudes toward the process and its benefits to schools and 
communities. There was little variation in responses by 
experience level. However, principals with 0 to 5 years had 
a higher disagree rate (23%) than did any other group when 
asked about their views on school-business partnerships as 
evidence of school support. 
Table 25 illustrates respondents awareness of the 
school-business partnership process. Again, all respondents 
were aware of the process to some degree. Principals with 
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Table 24 
Attitudes of Georgia .Sernndary School Principal .S Toward 
School-Busi ness Partnerships Compared bv Principals' 
Experience 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
1. Business provides strong 
informal support 
0 to 5 years 28 22 33 11 6 0 
6 to 10 years 29 31 26 6 0 8 
11 to 15 years 35 35 20 5 5 0 
16 to 20 years 28 43 17 6 6 0 
21 to 25 years 28 36 28 4 4 0 
Over 25 years 46 21 17 8 8 0 
2. SBP programs are evidence 
of school support 
0 to 5 years 22 44 11 0 17 6 
6 to 10 years 24 41 25 4 4 2 
11 to 15 years 22 41 19 5 8 5 
16 to 20 years 28 31 26 3 6 6 
21 to 25 years 32 36 21 4 0 7 
Over 25 years 33 33 26 0 4 4 
3. SBPs should provide 
resource persons 
0 to 5 years 50 38 6 0 6 0 
6 to 10 years 51 37 8 2 2 0 
11 to 15 years 44 24 24 0 5 3 
16 to 20 years 54 26 14 0 3 3 
21 to 25 years 32 54 14 0 0 0 
Over 25 years 50 29 17 0 0 4 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
99 
Table 24 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared bv Principals' 
Experience 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
4. Business leaders as 
role models 
0 to 5 years 61 33 0 0 5 0 
6 to 10 years 63 29 6 2 0 0 
11 to 15 years 43 43 11 3 0 0 
16 to 20 years 51 46 0 0 0 3 
21 to 25 years 32 50 14 0 0 4 
Over 25 years 63 29 4 0 0 4 
5. Volunteers as a benefit 
0 to 5 years 44 33 17 0 6 0 
6 to 10 years 43 37 14 4 2 0 
11 to 15 years 41 27 24 5 3 0 
16 to 20 years 40 28 20 9 0 3 
21 to 25 years 28 43 21 4 0 4 
Over 25 years 46 38 8 4 0 4 
6. Foundations as SBP benefit 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
7. Mentoring experiences as 
a learning opportunity 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
17 50 17 11 5 0 
33 28 35 2 2 0 
41 27 24 3 5 0 
26 34 20 17 0 3 
32 28 32 4 4 0 
29 25 33 5 8 0 
67 21 6 0 0 6 
55 37 8 0 0 0 
46 29 19 3 3 0 
54 31 12 0 0 3 
54 28 14 0 0 4 
71 21 4 0 0 4 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 24 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared bv Principals' 
Experience 
Attitudes 
Survey Item SA MA SLA SLD MD SD 
% % % % % % 
8. Shadow experiences for 
making career choices 
0 to 5 years 67 21 6 0 0 6 
6 to 10 years 59 37 2 2 0 0 
11 to 15 years 41 37 11 8 3 0 
16 to 20 years 48 37 12 0 0 3 
21 to 25 years 35 46 11 4 4 0 
Over 25 years 71 21 4 0 0 4 
9. SBPs are a sign of 
good effective schools 
0 to 5 years 33 33 28 6 0 0 
6 to 10 years 33 41 22 4 0 0 
11 to 15 years 41 30 16 10 3 0 
16 to 20 years 34 37 17 9 0 3 
21 to 25 years 39 32 18 7 4 0 
Over 25 years 46 29 21 0 0 4 
10. Business needs to 
provide on-site visits 
0 to 5 years 50 28 10 6 6 0 
6 to 10 years 43 49 4 2 2 0 
11 to 15 years 33 35 22 5 5 0 
16 to 20 years 37 40 14 6 0 3 
21 to 25 years 35 35 14 11 5 0 
Over 25 years 46 29 17 4 4 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 24 (continued) 
Attitudes of Georgia Secondary School Principa.l.S Toward 
School-Business Partnerships Compared by Principals' 
Experience 
Attitudes 
Survey Item SA 
% 
MA 
% 
SLA 
% 
SLD 
% 
MD 
% 
SD 
% 
11. Advertising through 
the SBP 
0 to 5 years 5 28 28 17 17 5 
6 to 10 years 20 27 27 8 6 12 
11 to 15 years 16 22 22 11 19 10 
16 to 20 years 9 31 31 6 6 17 
21 to 25 years 14 29 14 21 4 18 
Over 25 years 21 21 21 8 8 21 
12. Individual recognition 
as an SBP benefit 
0 to 5 years 50 28 6 10 6 0 
6 to 10 years 41 37 20 2 0 0 
11 to 15 years 27 41 22 2 8 0 
16 to 20 years 26 54 14 3 3 0 
21 to 25 years 36 29 32 0 0 3 
Over 25 years 42 25 13 8 8 4 
13. Business should help 
with social problems 
0 to 5 years 33 38 12 12 5 0 
6 to 10 years 29 28 29 4 6 4 
11 to 15 years 16 24 41 11 5 3 
16 to 20 years 14 37 32 14 3 0 
21 to 25 years 32 32 21 4 11 0 
Over 25 years 25 33 29 9 0 4 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 24 (continued) 
Attitudes of Georgia Secondary School Principals Toward 
School-Business Partnerships Compared by Prinnpals' 
Experience 
Attitudes 
Survey Item SA 
% 
MA 
% 
SLA 
% 
SLD 
% 
MD 
% 
SD 
% 
14. Business should help 
with finance, operations 
and technology 
0 0 to 5 years 39 39 5 12 5 
6 to 10 years 41 28 21 6 4 0 
11 to 15 years 27 33 22 8 5 5 
16 to 20 years 40 34 20 3 3 0 
21 to 25 years 28 43 14 11 4 0 
Over 25 years 42 25 17 12 4 0 
15. Formal SBPs can improve 
employability 
0 to 5 years 33 61 0 0 0 6 
6 to 10 years 41 47 8 2 2 0 
11 to 15 years 32 41 16 8 3 0 
16 to 20 years 49 31 11 6 3 0 
21 to 25 years 18 64 0 7 11 0 
Over 25 years 54 25 17 0 4 0 
Note: SA= strongly agree SLD= slightly disagree 
MA= moderately agree MD= moderately disagree 
SLA= slightly agree SD= strongly disagree 
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Table 25 
Georgia Secondary School Principals' Awarenefifi in the ^ 
School-Business Partnership Process Compared bv Principals' 
Experience 
Awareness 
Survey Item SA MoA MA NA 
a a a % 
16. Principals awareness level 
0 to 5 years 39 44 17 0 
6 to 10 years 45 53 2 0 
11 to 15 years 49 40 11 0 
16 to 20 years 51 46 3 0 
21 to 25 years 61 29 10 0 
Over 25 years 67 29 4 0 
Note: SA= Strong Awareness 
MoA= Moderate Awareness 
MA= Minimal Awareness 
NA= No Awareness 
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the most experience reported the highest percentage of 
strong awareness which was understandable. 
Table 26 shows the actual level of participation in the 
school-business partnership process. The highest 
percentages of strong participation are reported by the most 
experienced principals. The highest rate of non- 
participation is indicated by the group with the least 
experience. 
Table 27 reports professional exposure to the school- 
business partnership process. There was little variation in 
responses according to years of experience, however, those 
principals with over 25 years of experience had the highest 
percentage of exposure through the media, meetings and 
discussions and those with the least experience had attended 
meetings and conferences the least. 
Table 28 reports principals' recognition of the effects 
that SBPs could have on schools and communities. The 
largest majority of respondents agreed that school-business 
partnerships could improve their schools and communities but 
there was little variation in responses by principals' 
experience level. One interesting finding was that 
principals with 0 to 5 years of experience showed the most 
dissatisfaction with the adequacy of public education in 
preparing trained future workers while those principals with 
over 25 years reported the least dissatisfaction in the 
adequacy of public education. This gives an indication that 
job preparation is a major concern of newer principals. 
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Table 26 
Participation of Georgia Secondary School Principal.S in the 
School-Business Partnership Process Compared bv Experience 
Participation 
Survey Item SP MoP MP NP 
% % % % 
17. Participation in SBP 
0 to 5 years 22 44 12 22 
6 to 10 years 27 47 18 8 
11 to 15 years 30 30 27 13 
16 to 20 years 31 46 6 17 
21 to 25 years 50 36 7 7 
Over 25 years 50 29 13 8 
Note: SP= Strong Participation 
MoP= Moderate Participation 
MP= Minimal Participation 
NP= No Participation 
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Table 27 
Georgia Secondary School Principals' Professional Exposure 
to School-Business Partnerships Compared bv Principals' 
Exper i enr.e 
Survey Item 
18. Read or heard about SBPs 
through the media 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
19. Attended meetings or 
conferences 
Professional Exposure 
5 or more 1 to 4 
Times Times Never 
% % % 
44 56 0 
73 27 0 
76 24 0 
66 34 0 
64 32 4 
75 25 0 
67 22 
63 2 
46 13 
52 14 
61 0 
42 8 
50 6 
59 2 
38 13 
49 5 
43 0 
33 4 
0 to 5 years 11 
6 to 10 years 35 
11 to 15 years 41 
16 to 20 years 34 
21 to 25 years 39 
Over 25 years 50 
20. Had discussions with local 
business leaders about SBP 
0 to 5 years 44 
6 to 10 years 39 
11 to 15 years 49 
16 to 20 years 46 
21 to 25 years 57 
Over 25 years 63 
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Table 28 
Georgia Secondary School Principals' Recocmition o£ the 
Effects of Sohool-Business Partnerships on Sohools and 
Communities Compared by Principals' Experience 
Effects 
Survey Item Yes Undecided No 
21. SBPs could improve 
your school 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
22. Public education is 
adequate without SBPs 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
23. Communities are better 
where SBPs exist 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
24. SBPs should benefit 
everyone 
0 to 5 years 
6 to 10 years 
11 to 15 years 
16 to 20 years 
21 to 25 years 
Over 25 years 
94 6 0 
90 10 0 
86 14 0 
91 9  
86 14 0 
92 8  
6 50 44 
20 40 40 
32 36 32 
29 37 34 
25 43 32 
21 50 29 
78 22 0 
75 25 0 
78 19 3 
83 17 0 
79 21 0 
83 17 0 
100 0 0 
98 2  
7 3 0 
100 0 0 
93 7  
96 0 4 
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Comments 
The survey provided space for additional comments by 
the respondents. Although the instrument provided a 
sampling of the attitudes of Georgia secondary school 
principals with regard to school-business partnerships and 
indicate a high level of awareness, some of the more 
interesting comments are listed below and may provide some 
clarification for the tabular data above. 
1. "I would recommend and encourage a strong 
commitment between business and education in any community." 
2. "Real mentoring, connecting families thru business 
are more important than just dollars for T-shirts, etc." 
3. "We have a partnership agreement with two local 
business partners and also a partnership with a local civic 
organization. We sign partnership agreements each year and 
itemize different things that each partner will be 
responsible for. We have a long way to go, but at least we 
have begun. The partnerships are beneficial to all 
involved." 
4. "Active business involvement in schools is 
essential. All too often school-business partnerships are 
nothing more than a source of "free" giveaways for schools. 
No true involvement by business exists." 
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5. "We many times want money from our business 
partner. We are better served by them sharing their time 
and expertise with our students and staff." 
6. "Businesses can be of tremendous help, but they can 
feel used and overasked...." 
7. "A system and a school level coordinator are 
essential to the success of partnerships. In the business 
world, such coordinators exist and are provided time to 
handle the program; schools need to do the same. A training 
program for the coordinator is essential to establish 
expectations and goals. Overzealous business partners or 
unreal expectations by school administrators can lead to 
failure. I've experienced both." 
8. "Our best and most recent example of school- 
business partnership is our youth apprenticeship effort. Of 
course, the good of such a program often depends on the 
teacher/coordinator and we are lucky. Our program is up and 
running and successful in many areas, not just traditional 
vocational areas." 
■Summary 
Chapter IV analyzed the data reported by 193 of the 314 
principals that were surveyed. As suggested by the 
literature review, the resultant data showed that there were 
marked differences in the awareness and attitudes presented 
by certain of the categories of principals surveyed. 
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especially between urban, and rural principals and 
principals from South Georgia and the metro-Atlanta area. 
Principals showed the most variation in responses on 
items asking for their views on advertising and the adequacy 
of public education in Georgia. There was also variation in 
questions that surveyed the actual exposure to the school- 
business partnership process. The data will be summarized 
and conclusions and recommendations will be drawn in Chapter 
V. 
Ill 
CHAPTER V 
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
Summary 
This descriptive study was undertaken to analyze the 
awareness and attitudes of Georgia secondary school 
principals toward the school-business partnership process 
from the school site level. The study was presented in five 
chapters. In these chapters the problem was identified, a 
comprehensive literature review was conducted, the 
methodology supporting the study was determined, the data 
collected and analyzed, and conclusions were drawn. 
Chapter I offered an overview of the problem and the 
school-business partnership process, and addressed the 
purpose and importance of the study. A general overview of 
the school reform process was presented. This overview 
discussed social changes and how they strained and continue 
to strain public education in the United States. School- 
business partnerships were presented as one method for 
meeting some of the challenges faced by education. 
The review of literature presented in Chapter II 
provided detailed sources found in the current literature. 
Research based information was noticeably limited as were 
site-based studies. 
Chapter III identified the questions to be answered and 
the population that would be surveyed. The instrument was 
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presented along with the method of data collection and 
analysis. 
The data were analyzed in Chapter IV and principals 
indicated a high awareness of the school-business 
partnership process and very favorable attitudes of what it 
can do for schools and communities. Sixty-one percent, or 
193, of the 314 public secondary school principals in the 
state responded to the survey. 
Conduct of this study appears to have merit since the 
school-business partnership process is viewed as one way to 
closely align the community and the schools through local 
business and industry. Also, a comprehensive literature 
review found no studies that explored the awareness and 
attitudes of school-site leaders toward the partnership 
process and how it affected their schools. Limited 
research-driven information was available, although there 
were many expository pieces dealing with school-business 
partnerships. In these expository pieces, the information 
provided was inconsistent, even as to the number of 
partnership activities that are in operation. 
School leaders should be aware of the school-business 
partnership process and how it could affect them as they 
attempt to develop more effective schools. Nearly every 
piece of the literature emphasized the fact that America's 
schools were failing and must take radical steps in order to 
prepare today's students for the global economy. 
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The literature also noted that the effect of school- 
business partnerships on the instructional programs of 
public schools has been and still is in question. It was 
obvious that business could and did provide financial 
support for education, and public secondary schools have 
been the recipients of much of this support for years. 
Nevertheless, there was no clear evidence that schools had 
developed formalized school-business partnerships which were 
clearly beneficial to schools. 
Conclusions 
The conclusion of the study, simply stated, is that 
Georgia secondary school principals have a high level of 
awareness and very positive attitudes toward the school- 
business partnership process. The large majority of 
respondents agreed that educational experiences are better 
and student learning is enhanced when schools and businesses 
cooperate. 
However, there were marked differences in actual 
participation in the process. Rural respondents reported 
far less participation than did urban respondents. South 
Georgia principals reported less participation than any 
others in the state, especially metro-Atlanta. Professional 
exposure matched participation with metro-Atlanta 
respondents reporting more exposure than other geographic 
areas. 
There was little other variation between comparison 
groups that could not be logically accounted for by their 
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age and experience as school administrators. Professional 
exposure was higher as degree levels advanced, age 
increased, and as years of experience rose, as might be 
expected since all these factors would provide more 
experience. Principals' views of the effects of school- 
business partnerships also varied slightly with exposure, 
age, and experience but no consistent patterns could be 
developed from other comparison groups. 
Discussion of Research Findings 
The research findings are reported in Chapter IV. In 
regard to research question #1 (p. 42), the following 
attitudes were expressed by the respondents. First, Georgia 
secondary school principals as a whole, believed 
overwhelmingly that businesses were a valuable asset to 
their schools and that the school-business partnership 
process was favorable to them and their schools. 
Their responses to questions 1 through 15 of the survey, 
which examined attitudes toward the school-business 
partnership process and what it could do for a school, 
generated an overall agree response rate (strongly agree to 
slightly agree of at least 84.0%). Question number 11 which 
dealt with allowing businesses to do minimal advertising 
through the school-business partnership was slightly lower 
with the agree rate being 65 percent. 
A second finding was that principals' awareness of the 
school-business partnership process is strong statewide. 
Questions 16 through 24 looked at the level of principals' 
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awareness of the school-business partnership process. Of 
the principals responding, 93 percent showed either strong 
or moderate awareness. No principals reported a complete 
lack of awareness. 
The data showed that the participating principals had 
been exposed professionally to the school-business 
partnership process. Ninety-nine percent of the respondents 
had read about the school-business partnership process while 
91 percent had attended at least one meeting where the topic 
was discussed. Ninety-five percent had discussed the 
process with local business leaders and 90 percent felt that 
partnerships could improve their schools. However, only 73 
percent reported strong to moderate participation in a 
formal school-business partnership with 23 (12 percent) 
showing no participation and 28 (15 percent) showing only 
minimal participation. This data became even more 
interesting when respondents were compared by community size 
and geographic location within Georgia, as marked 
differences in participation and exposure were noted in 
South Georgia respondents. The conclusions drawn from 
research question #1 were very similar to the results 
reported by Cummins (1993) in Arkansas who also reported 
that participation and exposure dropped as distance from 
urban areas increased. 
Research question #2 (p. 42) looked at Georgia 
secondary school principals grouped according to community 
type. Principals' responses were compared by rural, 
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suburban, or urban community types. Respondents showed 
overwhelming acceptance of the school-business partnership 
process with agree rates much higher than disagree rates in 
all three categories. It was interesting to note that on 
many of the items measuring attitude, urban principals 
reported a higher percentage of strongly agree responses. 
These principals were certain that the school-business 
partnership process was able to help their schools with 
resource persons, role models, volunteers, mentoring 
experiences, shadow experiences, and other benefits. Their 
confidence may have been high because of their enhanced 
awareness and higher level of actual participation. 
Marked differences between principals are evident when 
actual awareness levels and participation are measured. 
Only 27 percent of rural respondents reported a high level 
of awareness, while 71 percent of suburban respondents and 
78 percent of urban respondents reported high awareness 
levels to the school-business partnership process. 
Participation response patterns were similar to awareness 
response patterns. Only 16 percent of the principals from 
rural schools showed strong participation in the school- 
business partnership process while 48 percent of suburban 
and 55 percent of urban principals showed strong 
participation. Of rural principals, 21 percent reported no 
participation while 3 percent of suburban and 5 percent of 
urban principals showed no participation. These findings 
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essentially replicate the studies reported in the extant 
literature. 
Urban principals also reported much more professional 
exposure to the SBP than their peers, especially rural 
peers. Although exposure through the media was nearly equal 
across all categories there were major differences in the 
level of exposure through meetings and discussions with 
business leaders. 
It was also interesting to note that principals from 
all community types had reservations about whether or not 
public education in Georgia could provide business 
enterprises with trained employees. At least 33 percent of 
the principals from all categories, and 41 percent from 
suburban communities, reported that Georgia education was 
inadequate to provide a well trained workforce. 
Research question #3 (p.42) profiled Georgia secondary 
school principals according to the geographic region in 
which their schools were located. The areas were designated 
as south Georgia, middle Georgia, north Georgia, and metro- 
Atlanta. Responses were fairly consistent across all groups 
and all questions with no consistent patterns or trends 
appearing. The exceptions were awareness levels and 
participation levels. Only 32 percent of south Georgia 
principals reported a strong awareness on question 16 
(appendix A), while 43 percent of middle Georgia principals, 
54 percent of north Georgia principals, and 77 percent of 
metro-Atlanta principals reported a strong awareness of the 
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school-business partnership process. Similar responses came 
from question #17 which dealt with participation. Twenty- 
three percent of south Georgia principals indicated strong 
participation, 30 percent of middle Georgia principals, 33 
percent of north Georgia principals, and 50 percent of 
metro-Atlanta principals indicated the same. Looking at the 
reverse, 25 percent of south Georgia principals indicated no 
participation. In contrast, 18 percent of middle Georgia 
principals, 5 percent of north Georgia principals, and 0 
percent of metro-Atlanta principals indicated no 
participation. Again, the data merely reinforces the 
findings of Cummins and Mann, reported earlier, who both 
noted a drop-off in participation as distance from urban 
areas increased. 
It was also interesting to note that metro-Atlanta 
principals had much more exposure to the school-business 
partnership process than did principals from other parts of 
the state. This, however, would be logical since principals 
from the metro-Atlanta area have more opportunities to 
participate in meetings and conferences that are held in 
their large population center. 
Research question #4 (p. 42) looked at the differences 
in awareness and attitude as compared to the principals' 
age. Principals were grouped as under 30, 31 to 40, 41 to 
50, and over 50. One interesting item of information was 
that there were no respondents under 30 years of age. 
Responses were consistent across all groups and for all 
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questions. Principals over 50 years of age showed slightly 
higher levels of awareness which was expected because of age 
alone. They had more time to develop awareness. This same 
pattern reappeared in questions dealing with professional 
exposure. 
Research question #5 (p. 42) looked at the differences 
in awareness and attitude compared to the principals' 
educational level. Three levels of academic preparation, 
namely, masters degree, specialist's degree, and doctoral 
degree, were considered. Responses were fairly consistent 
across all groups. A slight variation was noted in the 
awareness levels and in professional exposure. In these 
questions, respondents who held doctoral degrees reported a 
higher percentage of strong awareness, had more contact with 
the relevant literature, and attended more meetings dealing 
with the partnership process. This could have been expected 
since these doctoral-degree holders would have more 
university preparation and more experience and therefore the 
opportunity to obtain more information about the school- 
business partnership process. 
Finally, research question #6 (p.42) examined 
differences in awareness and attitude compared to the 
principals' experience level. Experience levels were 
categorized as 0 to 5 years, 6 to 10 years, 11 to 15 years, 
16 to 20 years, 21 to 25 years, and over 25 years. Again, 
responses were fairly consistent across all groups for all 
questions. There was some variation in awareness and actual 
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participation. There was a higher percentage of strong 
awareness from principals with 21 or more years of 
experience. The same pattern appeared in responses about 
participation with principals with 21 or more years of 
experience showing a higher rate of participation in the 
school-business partnership process than principals with 
less experience. It was interesting to note that 22 percent 
of the principals with 5 or less years of experience had no 
participation in the school-business partnership process. 
Principals with more experience also showed higher 
percentages of exposure to the school-business partnership 
process through the media and through meetings which would 
be logical since they have had more years to obtain 
information. 
The findings of the study were consistent with 
information available in the extant literature. Cummins 
(1993), concluded that most superintendents were aware of 
the school-business partnership process and that their 
attitudes were favorable toward the process. He also 
concluded that both business leaders and school 
administrators agree that student learning is enhanced when 
business is involved. The current study repeats these 
findings. Cummins also referred in his study to the 
perceived differences between rural and urban schools in the 
partnership process. His statements mimic both the 
literature and this study which overwhelmingly found a 
precipitous drop in school-business partnership activities 
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as one left large metropolitan areas and proceeded through 
more suburban and finally rural environments. 
Because of the nearly total lack of organized study of 
school-business partnerships at the school site level and 
because of the same lack of input from the secondary 
principals, this study was conceptualized to provide a base 
from which to explore the school-business partnership 
process in Georgia. 
Mann (1986) commented that building level leaders had 
yet to be heard from in the rush to form school-business 
partnerships, but they certainly should be. This study 
began this investigative process in the state of Georgia by 
surveying secondary school principals, which Mann posited 
should have the most contact with the community-at-large and 
as such should be the authorities on school-business 
partnerships. 
Mann (1986) also noted that the most striking discovery 
nationally was the rapidity with which the interest in 
school-business partnerships falls off as distance from big 
cities increases. The data that were collected from Georgia 
secondary principals bore out Mann's supposition. Georgia 
principals participated much less if they were from rural 
areas than if they were from suburban or urban areas. 
Twenty-one percent of rural principals reported they had no 
participation in the school-business partnership process 
while only 3 percent of suburban and 5 percent of urban 
principals reported no participation. Manning (1989) had 
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observed this trend in Missouri as did Cuminins (1993) in 
Arkansas. 
The findings of this study were consistent with those 
of Cummins (1993) and Manning (1989) in relation to the 
awareness and participation of the respondents to the 
school-business partnership process. Manning (1989) 
reported that 74 percent of his respondents reported 
moderate to strong awareness. Cummins (1993) reported that 
81 percent of his respondents reported moderate to strong 
awareness, an increase of 7 percent in the awareness level. 
This study found that 93 percent of Georgia secondary 
principals reported moderate to strong awareness, a further 
increase of 12 percent. The reader should be aware, 
however, that the two previous studies looked at system 
level leaders while the Georgia study looked at site level 
school leaders. 
The same type of consistency appeared in the 
participation levels cited in the two previous studies. 
Manning (1989) reported that less than 58 percent of his 
respondents indicated participation in the SBP process. 
Cummins (1993) reported that 71 percent of his respondents 
indicated participation. The Georgia study reported that 88 
percent of the principals indicated at least some 
participation in the school-business partnership process. 
Again, a consistent increase in participation in school- 
business partnership activities during the period 1989 
through 1995. 
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Although many inconsistencies appeared in the opinion 
pieces that were cited in the literature review, the study 
appears to be fairly consistent with the data presented in 
the studies of Manning (1989) and Cummins (1993). Those two 
previous studies and this current study appear to begin 
building a consistent base of knowledge on the awareness and 
participation of school leaders to the school-business 
partnership process. 
Impl i rat i nn.q 
Several implications can be drawn from the information 
presented in this study. First, the school-business 
partnership process is a viable activity for secondary 
school principals. All survey questions dealing with 
awareness show high levels of agreement with awareness being 
especially high in the metro-Atlanta area. Second, 
principals consider the school-business partnership process 
to be of benefit to them. Their responses indicated 
favorable attitudes to the effects that the school-business 
partnerships provide. Third, the partnership process is 
receiving more attention, both in awareness and 
participation, at least in the three states that have been 
surveyed to date. Finally, the data suggest that principals 
in Georgia, especially rural principals, must find a way to 
increase community involvement in their schools if the state 
continues to mandate community involvement and participation 
in educational planning and activities. One logical way to 
do so is through the school-business partnership process. 
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Georgia secondary principals should find value in the 
findings of this study, since they are the group most 
affected. The school-business partnership process 
highlights the need for community involvement and 
improvement. The study should also interest others who are 
involved in the process and researchers who are attempting 
to study the process to determine awareness, attitudes, or 
participation at the site level. 
Recommendations 
The following recommendations have been provided in an 
effort to assist, further develop, and implement awareness 
of school-business partnerships. 
1. Efforts should be made by Georgia State Department 
of Education personnel to identify successful partnership 
activities and export these activities to communities that 
lack expertise but which have similar needs. 
2. Extensive efforts should be made to provide model 
school-partnership activities for Georgia's rural schools. 
3. Awareness levels of the school-business partnership 
should be increased through conferences, like the Georgia 
Association of Educational Leaders, and media presentations. 
4. Further studies should be conducted to compare 
elementary and secondary partnership activities in Georgia. 
5. Parallel studies should be conducted in other 
states for purposes of comparison. 
6. This study should be replicated in other 
Southeastern states. 
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Chapter V provided a suinmary, conclusions, and 
recommendations for other researchers. The resultant data 
showed that the attitudinal information collected in Georgia 
produced results comparable to those reported in the 
literature review. Georgia principals, like those school 
leaders surveyed in Arkansas and Missouri, were very aware 
of the school-business partnership process and very 
favorable to the effects and benefits the process provided 
to schools and communities. Georgia respondents also showed 
the same drop in participation that was noted in the 
literature review as their distance increased from the 
metro-Atlanta area. 
School-business partnerships may be a logical political 
and educational choice as schools continue to try to 
increase community support, since principals are aware of 
these programs and hold positive beliefs about their value. 
Further research and guidance must be provided especially 
for those rural principals that lag far behind in their 
participation in the school-business partnership process. 
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APPENDIX B 
Permission Letter 
Development Office 
UCA East Commons 103 
Conway AR. 72032 
450-5287 
Fax: 450-5293 
June 29, 1995 
Mr. Paul M. Brinson Jr. 
P.O.Box 321 
Springfield, GA 31329 
Dear Mr. Brinson: 
You have my permission to use anything in my dissertation which may be of use in your work 
Dr. Alton Manning provided me with great assistance and encouragement. I hope I can pass this 
spirit of cooperation on to you as he did for me. 
My new address is Director of Development, University of Central Arkansas, 201 Donaghey 
Ave, Conway Arkansas, 72035. Do not hesitate to call or write if I can be of assistance to you 
Best regards. 
V 
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APPENDIX C 
Survey Cover Letter 
January 16, 1996 
Dear Principal, 
My name is Paul Brinson and I am a doctoral candidate at Georgia Southern University. I 
am completing my twenty-first year of experience with Effingham County Public Schools, 
having served as a secondary biology teacher, a vocational supervisor, an elementary 
school principal, and currently as director of personnel and staff development for this 
system. 
Because of the increased emphasis the State Department of Education has placed on 
collaborative efforts with the private sector and the community, I am interested in 
obtaining your views of school-business partnerships. Georgia has been involved for 
several years in the school-business partnership process, but no research is available to 
show how secondary principals perceive the process or its effects on their schools. 
I think that school-business partnerships are in common use throughout the state, but 
national research tends to show that participation in partnerships drops off quickly as you 
leave urban areas. This study is an attempt to assess your awareness of and perceptions 
toward school-business partnerships. 
This letter is to request your assistance in gathering data to analyze the process and its 
effects. If you agree to participate, please complete the attached survey instrument and 
return it in the self-addressed, stamped envelope provided. Completion and return of the 
attached questionnaire will be considered permission to use your results in the study. 
Please be assured that your responses will be absolutely confidential and no individual or 
system will be identified during or after the study . 
If you have questions about the survey or study, you may contact me at 912/754-6491. If 
you have questions or concerns about your rights as a research participant in this study, 
you may contact Tom Case, Ph. D., Chair of the Georgia Southern University Institutional 
Review Board, 912/681-5205. 
Let me thank you in advance for taking the few minutes necessary to complete this survey. 
The results should provide some insight into the views and attitudes of secondary 
principals toward school-business partnerships. 
Respectfully 
Paul M. Brinson Jr. 
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APPENDIX D 
Survey Follow-up Post Card 
Dear Principal, 
Just a reminder!! 
Last week, you should have received a survey about the school-business 
partnership process in Georgia. Please take five minutes of your time 
to complete this survey and return it to me in the self-addressed, stamped 
envelope provided. 
Thanks for your assistance in compiling data for this study. 
Sincerely 
Paul M. Brinson Jr 
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APPENDIX E 
Survey Follow-Up Letter 
February 5 , 1996 
Dear Principal, 
Approximately two weeks ago, you received a copy of the enclosed survey asking for 
your opinions on the school-business partnership process in Georgia. Thus far, I have not 
received your feedback. Given the attention that the Georgia Department of Education is 
placing on collaboration and business/community input into school activities, I am sure 
that you would like to provide information on your awareness and perceptions of the 
school-business partnership process in your particular school. 
Although I know you are extremely busy and involved in a myriad of other tasks, please 
take five minutes of your valuable time to complete the attached survey and return it in the 
self-addressed, stamped envelope. Your return of the survey will serve as knowledge of 
your consent to use the data you provide in the study. 
Thank you again for the time you are taking to complete this task. Your efforts will be 
extremely valuable as I complete this study. 
Sincerely 
Paul M. Brinson Jr. 
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APPENDIX F 
IRB Review Board Approval 
INSTITUTIONAL REVIEW BOARD 
GEORGIA SOUTHERN UNIVERSITY 
August 10, 1995 
Mr. Paul M. Brinson, Jr. 
Department of Educational Leadership, Technology, and Research 
L B. 8143 
Georgia Southern University 
Dear Mr. Brinson: 
I have reviewed your proposed study entitled "School-Business Partnerships: A Study of the Awareness of 
Georgia Secondary School Principals Toward School-Business Partnerships and Their Perceptions as the 
Effect of These Partnerships on Their Schools." After reviewing the proposal, the survey form, and the 
informed consent cover letter, it appears that only minimal risk exists for the research subjects. I am, 
therefore, on behalf of the Institutional Review Board able to certify that adequate provisions have been 
planned to protect the rights of the human research subjects. 
If circumstances change or unforeseen events occur, please notify the IRB immediately. Upon completion 
of your research notify the IRB so that your file may be closed. 
I wish you every success with this and future research efforts. 
Sincerely, 
Thomas L. Case, PhD, Chair 
Institutional Review Board 
Georgia Southern University 
INSTITUTIONAL REVIEW BOARD 
GEORGIA SOUTHERN UNIVERSITY 
To be submitted to the Institutional Review Board for the protection of Human 
Subjects in Research prior to the initiation of any investigation involving human 
subjects. A copy of the research proposal and approval form must be attached. 
APPROVAL FORM 
Date: August 7, 1995 
Research Title: School-Business Partnerships: A Study of the Awareness of Georgia 
Secondary School Principals Toward School-Business Partnerships and 
Their Perceptions as to the Effect of These Partnerships on Their Schoo. 
Principal Investigator: Paul M. Brinson Jr. Title: Doctoral Candidate 
Department: Educational Leadership, Research, and Technology 
Campus Address: Landrum Box 8143  Phone: (912) 681-5079 
Signature: 
Principal Investigatoi (i^tudent research, major profess 
Department Head 
Determination of Institutional Review Board: 
Human Subjects  At Risk Not At Risk 
Action: Approved  Not Approved  Reapproved 
Returned for Revisions 
Signed:     Date:  
Chair, Institutional Review Board 
